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Rough Proofs 


Theatrical ad in .New York 
papers: 
LOVE FOR LOVE 
AIR CONDITIONED 
The experts say it’s better when 
the mercury goes right through 
the top of the tube. 


Ye e 


Al Jolson is returning to his 
first radio love, the Kraft Music 
Hall, Oct. 2, and so he can ap- 
propriately dedicate his opening 
number to his alma mammy. 


we Forv 


The Dakotas today have liquid 
resources of over a billion and a 
half, the Dakota Farmer reports, 
and this in spite of the fact that 
they are well out of the flood 
areas. 

; ¥. ie 


A cynical correspondent thinks 
the artists who design the covers 
for those pin-up girl magazines 
are using contented cows for their 
models. — 

vwY 


When the Wichita Beacon 
started running Dick Tracy re- 
cently, it put the strip and a lot 
of others on the front page, but 
Tracy fans would have found it 
anywhere. 

V  e..9 


“NAM sets sights for fall maga- 
zine campaign on profit,” says the 
headline. 

The real story is profit and loss. 


¥ +. ? 


William T. Faricy says railroad 
modernization “is not a job for 
a prima donna or exhibitionist.” 

But Mr. Young can show some 
real improvements as_ Exhibits 
A, B and C. 


vie. 


Dr. George W. Crane says ad- 
vertising is too modest and should 
do more shouting, but they ar- 
rested an airplane pilot who was 
running an advertising loud- 
speaker over New York beaches 
recently. 

vwy 


It took Station WIND weeks 
and weeks to find a Chicago tele- 
phone subscriber who could an- 
swer the question, ‘Who is Burt 
Shotton?” and collect $410, and 
there’s no telling how long it 
would take to get an answer to 
the question, “What ever became 
of Leo Durocher?” 


> | F 


Prices are still showing results 
of inflation, but Kreml shampoo 
and Colgate tooth powder were 
the subject of one-cent sales re- 
cently. 

vvwyY 


The fans selected the players 
for the all-star baseball game in 
Chicago July 8, sé that if your 
favorites don’t win don’t blame 
the manager. 


Z 
vvy 
Nat Leverone, head of the Au- 
tomatic Canteen Company, thinks 
that what this country needs is a 
good five-cent candy bar. 


Copy Cus. 


Copy Council 
Polls Members on 
Various Methods 


Research Group Tells 
How It Likes Five 
Typical Approaches 


NEw YorK—One of the adver- 
tising business’ coziest groups, the 
Copy Research Council, last week 
prepared to let the advertising 
world generally know something 
of what its members think. After 
five years of operation, the coun- 
cil set up a committee on ap- 
praisal of copy research, and its 
report—“An Appraisal of Copy 
Research”—was released. 

Prefacing the study, Gerald H. 
Carson, president of the council 
and vice-president of Kenyon & 
Eckhardt, pointed out that “we 
believe this study represents the 
first comprehensive appraisal of 
copy research methods which has 
ever been made. There is, of 
course, a considerable literature 
on how to conduct copy research. 
The council’s study is a _ pro- 
fessional estimate of what various 
research methods can accomplish, 
assuming that the technique and 
methods are sound.” 

The council, “an informal or- 
ganization with membership lim- 
ited to 36 research and copy men,” 
decided to poll itself on copy re- 
search, and says it is surprised 
that so many areas of agreement 
exist. In general, all members 
agree that copy research is much 
like market research, and accord- 
ingly no adman should be disap- 
pointed when a survey “turns up 
no revolutionary new use for the 
product, no important or un- 
touched market, or no entirely 
easy and new method of distribu- 
tion. What he wants and gets is 
information.” 


Five Types Discussed 


The council asked its members 
what they thought of copy re- 
search employing: (1) Expressed 
opinions (consumer jury); (2) 
reporting or analyzing behavior 
while reading (Starch, eye cam- 
era, Galvanometer); (3) changing 
attitudes (comprehension, remem- 
brance, beliefs); (4) making in- 
quiries; (5) performing some 
recommended act (usually pur- 
chasing the product advertised). 

The results: 

1. Expressing Opinions: A ma- 
jority of council members believes 
consumer juries are reasonably 


(Continued on Page 24) 
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Kaiser Starts to ‘Build’ 


140,000,000 


Dishwashers, Metals, 
Cars Lead Campaigns 
for Postwar Lines 


BY LAWRENCE M. HUGHES 


OakLtanp—At 65, Henry John 
Kaiser has started to tackle some 
of his toughest “miracles.” 

Builder of boats and dams and 
roads, producer of metals and 
building materials, operator of 
hospitals and health plans, this 
industrialist and engineer is now 
busy peddling new wares to mil- 
lions of American families. 

Most of Mr. Kaiser’s career has 
been spent in selling and serving 
relatively few customers in in- 
dustry and government. Now he 
is establishing organizations and 


launching campaigns to win the 
multitudes. 


Not Afraid of Failure 


If he succeeds, he believes he 
will introduce vigorous new com- 
petition into various industries, 
new values and standards for 
consumers, and help toward the 
healthy growth of the nation’s 
postwar economy. 

If he fails. ..well, he’s had fail- 
ures before. He has lost enough 
money on some ventures to im- 
poverish several millionaires. But 
the successes have outweighed the 
failures. Henry Kaiser always has 
come back. He doesn’t intend to 
live now on his réputation for 
past accomplishments. 

In addition to a tried, resource- 
ful, far-flung organization, Mr. 
Kaiser brings to his newer tasks 
some personal attributes. Simple, 
friendly, rugged, he knows that, 
almost more than any American 
industrialist, scores of millions of 


Customers 


41,823 PROUD OWNERS 
of KAISER and FRAZER CARS! 


WULLOW RON HAS BUILT MORE THAN SQ00H/ 


11,232 Cors Shipped Dering May- How Prodeciog 
More Then 12,000 Por Meath! 
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KAISER-FRAZER CORPORATION 
: euiee #08, evsorese 


KAISER-FRAZER GETS GOING—This 
recent newspaper ad marked both the 
first year of production at Willow Run, 
record sales for the first year of any 
motor maker, and the launching of 
larger and more consistent advertising, 
through Swaney, Drake & Bement, 
Chicago. 


Americans “know” him and have 
faith in him. He has a lot of 
faith in himself and his organiza- 
tion. F 

It takes more than faith to win 
markets. But Kaiser used to be 
a salesman, and he still knows 
how to sell. He is also a showman. 
He has learned a lot of things 
in’ employe and supplier and 
dealer relations which he thinks 
can be applied in consumer re- 
lations. They’re all bound up to- 
gether, he told AA, and “they’re 
all human relations.” 

He is also learning how to ad- 
vertise. 

A lot of little people like him, 


(Continued on Page 42) 


Last Minute News Flashes 
General Foods Tests Market for Bliss Coffee 


New YorK—General Foods Corporation is using 1,000-line adver- 
tisements in five cities of upstate New York, to be followed by inser- 
tions of 400 lines, to promote Bliss coffee, a prewar non-promoted 
brand which has been off the market since 1942 due to the coffee 


shortage. Spot radio is also being 


scheduled in this initial test cam- 


paign, based on the theme “You'll love the flavor—you’ll bless the 
price.” The postwar coffee is a new blend, vacuum-packed—“just a 
few pennies more than the cheapest bag coffee”—41-45 cents a pound. 


Benton & Bowles is the agency. 


Wrigley Resumes Distribution of Doublemint Gum 
Cuicaco—Distribution of Doublemint chewing gum, discontinued 
during the war because of critical shortages of special ingredients, 
was resumed to the trade July 1 by the Wm. Wrigley Jr. Company. 
Production of this famous Wrigley brand was started as soon as the 
needed ingredients became available again, and the company expects to 
supply quantities to take care of at least part of the demand for the 


product. 


Lambert Tests Polite, Deodorant Vanishing Cream 

New YorK—Lambert Pharmacal Company, St. Louis, is testing 
Polite, new deodorant vanishing cream, with 420-line newspaper in- 
sertions in Bristol, Tenn.-Va., and Muncie, Ind., offering a large jar 
at 49 cents. Lambert & Feasley, New York, is the agency. 


Plymouth Weatherproof Coats to Reingold 
Boston—Plymouth Mfg. Company, maker of Plymouth weather- 
proof coats for men, has moved its account from Chambers & Wiswell 


to Reingold Company. Magazines, 


newspapers and men’s wear busi- 


ness papers will be used, supported by dealer merchandising aids. 


Rube Norris Joins ‘American Home’ Sales Staff 
New York—J. R. (Rube) Norris, until recently advertising man- 
ager of American Magazine, has joined the sales staff of American 


Home in New York. 


(Additional News Flashes on Page 63) 


Jacobs to Compete 
for Coin-Mathine 


Washer Business 


Added Impetus for 
New Type Business 
Is Likely to Result . 


Detroit—F. L. Jacobs Com- 
pany, maker of the Launderall 
automatic washer, will soon com- 
pete with Bendix Home Appliances 
and Westinghouse Electric Cor- 
poration in the coin-operated, self- 
service laundry business. 

F. L. Jacobs, president, an- 
nounced that his company will 
begin encouraging use of Launder- 
alls by operators of self-service 
laundries, now that increased out- 
put of the machines has taken care 
of urgent dealer requirements. 
Heretofore, sales to “retail opera- 
tors” have been discouraged. 

Unlike other manufacturers in 
the field, Mr. Jacobs declared, his 
program “does not exact any 
tribute from persons desiring to 
go into the self-service laundry 
business, however such tribute 
might be concealed in the form 
of franchises or contracts which 
call for monthly rentals or fees.” 


To Sell Indirectly 


Westinghouse’s electric appli- 
ance division, at Mansfield, O., 
supplies its Laundromat washers 
to the year-and-a-half old Auto- 
matic Laundry Distributors, Inc., 
for use in “Laundromat-Equipped 
Half Hour Laundries.” Some 400 
of the laundries have franchises 
from Automatic, which sells Laun- 
dromats to the operators and is 
said to rent meters for $2 a month 
for each machine. 

The largest number of self-serv- 
ice laundries is equipped with 
Bendix Automatic Home Laundry 


High Flying Cop 
Grounds Skol’s 
Aerial Disc Jock 


New YorK—As millions lined 
metropolitan beaches last week, 
each to his own grain of sand, 
they were treated to the ground- 
ing of one of the city’s few aerial 
advertisers. 

Gallowhur Chemical Corpora- 
tion, through Booth, Vickery & 
Schwinn, has used a plane which 
flies low over beaches, playing a 
transcription which consists of an 
admiring wolf whistle and a 
commercial, which blares “Whee- 
whooom—look at that Skol tan.” 
The plane has Skol written on it. 
It has worked beaches on Long 
Island and the New Jersey coast. 

Last week, covering Jacob Riis 
park, a police amphibian shep- 
herded the plane into Floyd Ben- 
nett field, where its pilot, Ben Z. 
Shoenthal, employed by Skyway 
Enterprises, New York, was 
booked, charged with violating a 
city ordinance prohibiting unnec- 
essary noise and flying over re- 
stricted areas. 

The agency told AA it would 
continue to use the plane, but 
would stay away from the ob- 


jecting beaches. 
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machines, sold with coin-boxes 
through Telecoin Corporation, New 
York. About 50,000 Bendixes 
have been sold by Telecoin, for 
use in apartment houses and laun- 
dries. No rentals are charged for 
washers or coin boxes. Of 1,500 
Bendix-equipped laundries, about 
1,000 use the “Launderette” name 
advertised nationally by Telecoin. 
Operators using the Launderette 
name pay Telecoin $2 a month, 
which is used for the advertising. 


May Use Other Makes 


A federal anti-trust suit has 
been brought against Telecoin and 
Bendix by the Department of Jus- 
tice, alleging that the two have 


“Enough ideas in an 
issue of Better Fruit 
to pay subscription 
for many years." 
—Ed Strong, 
Gresham, Oregon 


itn att 


5-IN-1 MAGAZINE’. 


Write for full story. 


1135S. £ SALMON ST. * PORTLAND 14, OREGON 


engaged in restraint of trade, in 
some respects, involving sales to 
operators. 

The Jacobs contracts will re- 
quire operators to install machines 
properly and use “only the finest” 
soaps and other materials. <A 
booklet has been prepared to help 
operators engage profitably in the 
self-service laundry and apartment 
washer businesses. Jacobs’ opera- 
tors will not be required to use 
Launderalls exclusively, Mr. 
Jacobs said. 

The Jacobs company has an- 
nounced, also, that it will shortly 
launch a $500,000 dealer-coopera- 
tive newspaper campaign with 
copy—in full pages, in newspapers 
throughout the nation—stressing 
Launderall’s superior performance 
as assessed recently by the Detroit 
Testing Laboratory. MacManus, 
John & Adams handles the adver- 
tising. 


Gets Pinaud Line 
American sales rights to the 
French line of Pinaud toiletries 


have been acquired by Ed Pinaud, 
Inc., which will bottle and dis- 
tribute the products from a new 
plant at 1041 Prospect Ave., the 
Bronx. Sales offices will be at 
902 Broadway, Manhattan. New 
campaigns are being developed 
through Wesley Associates, under 
Pierre A. Coblentz, who contin- 
ues as vice-president and general 
manager. 


Cormier in New Post 


Albert A. Cormier, formerly as- 
sociated with Station WOV, New 
York, has been named sales exec- 
utive for Charles Michelson, Inc., 
radio transcription producer. At 
one time Mr. Cormier was an ex- 
ecutive at Station WOR, New 
—— and Station WIP, Philadel- 
phia. 


Gets Grocery Account 


Leonard M. Sive & Associates, 
Cincinnati, has been named ad- 
vertising counsel “for Parkview 
Markets, Inc., retailer-owned 
wholesale grocer. Newspaper, 
radio and point-of-sale advertising 
is planned. 


His Head’s in the Clouds Since He Got the lowa Territory 


Yes—Iowa is a sellers’ paradise—and Des Moines 
Sunday Register delivers it to you on a silver plat- 
ter! Think of it—one newspaper wraps up an entire 
state in one convenient sales-crammed package— 
covers 65% of this stable, free-spending market. 
No wonder the Des Moines Sunday Register is 


in the top rank of major media! And remember— 


the milline rate is only $1.66. 


ABC Circulation March 31, 1947: 
Daily 365,559 — Sunday 480,803 


PACKAGES 


THE DES MOINES 
REGISTER anv TRIBUNE 


A STATEWIDE URBAN MARKET 


RANKING AMONG AMERICA’S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


Mason Asks Senate 
Aid in Changing 
FIC Practices 


WASHINGTON—FTC Commis- 
sioner Lowell B. Mason turned to 
the Senate last week for help in 
“selling” the commission majority 
on the trade practice conference 
method of dealing with “bad busi- 
ness practices.” 

In a dramatic appearance be- 
fore the Senate appropriations 
committee, he said he objected to 
the expensive “hit or miss” case 
method of handling complaints 
which the commission followed. 

Under friendly questioning he 
said he had been unable to con- 
vince the commission majority 
that all types of cases, including 
anti-trust issues, should be met 
through conferences and industry 
codes. 

Commissioner Mason’s unsuc- 
cessful fight for trade practice 
conferences had led to an open 
split as a result of speeches which 
he made this spring, asserting that 
the commission was “wasting” 
special funds which President 
Truman requested last fall. 


Truman Renominates Ayres 


Just before Mason’s unexpected 
appearance before the Senate ap- 
propriations committee, President 
Truman renominated Commis- 
sioner William A. Ayres for a 
third seven-year term, eliminat- 
ing the possibility that Mason 
would get a clear majority on the 
five-man commission. 

The Presidential action was 
widely interpreted as a sign that 
Mason no longer has White House 
blessing in his aggressive cam- 
paign at trade conventions and at 
the commission for trade practice 
conferences. 

His testimony last weekend was 
offered shortly after two of his 
fellow commissioners appeared to 
plead for the restoration of a 
million dollars, cut by the House 
from the FTC budget. 

The others, Commissioners Freer 
and Davis, had left, when Mason 
arrived, “at the invitation of the 
committee.” 

Asked why he had not come 
with the other commissioners, 
Mason said: “I will not blow hot 
when FTC needs money and cold 
when its industry-wide program 
is not being followed.” 

Mason’s appearance raised a 
possibility that Senate Republicans 
might demand hearings on the 
renomination of Commissioner 
Ayres. While such hearings would 
provide a further sounding board 
for FTC’s internal bickering, it 
was doubtful that they would en- 
danger the Ayres appointment, 
since the 80-year-old Kansan, a 
Congressman for 12 years, has 
many friends on the hill. 


Talbot Patrick Buys 


S. C. Newspaper 


Talbot Patrick, publisher of the 
News-Argus, Goldsboro, N. + 
and vice-president of Eastern 
Carolina Broadcasting Company 
(WGBR and WGBR-FM), has 
purchased the Evening Herald, 
Rock Hill, S. C., from A. W. 
Huckle, for 25 years editor and 
publisher of the paper. 

At the same time, Mr. Patrick 
sold his minority interest in the 
Tribune, Concord, N. C., to Mr. 
Huckle and other local stock- 
holders. 


Bowers Leaves Ad Field 


J. Wiley Bowers has resigned 
as assistant director of Chatta- 
noogans, Inc., advertising-public 
relations agency for the city of 
Chattanooga, to accept a civil 
service appointment as a civilian 
safety engineer with the U. S. 
Army in Manila. 


Advertising Age, July 7, 1947 


Acverunng cum loude 
Bi prawien te the Rradee’s Uicet vm the pallic interest 


is like flying Old Glory full mast! 


Farming the conservation way is not unlike flying Old Glory full 
mast. For the man who genuinely loves the soil, there is a sense of 
pride and security in the land defended well against the ravages of ero- 
sion and constant harvest. As the flag is our emblem of defense against 
harm from beyond our borders, conservation farming is the pattern 
for protection against forces, also destructive, within our own land. 

We have seen the land resources of our continent squand-red. 
‘Working together — all of us — we can prevent further needless destruc- 
tion of the soil. We can rebuild the wasted land. But we will have to 
work at it. We will have to join hands and oppose careless 4arming, 
even more effectively than we have heretofore. ¥ 

educational booklet, SOIL CONSERVATION, is available upon 


DMM DEERE, MOLINE, DesinOrs 


AD IN 'READERS'—This unusual ad by 
Deere & Co., Moline, Ill., farm equip- 
ment maker, appears in the current is- 
sue of the adless Reader's Digest, 
under the caption "Advertising cum 
laude." It recently appeared in Friends 
of the Land and Journal of Soil & 
Water Conservation. Critchfield & 
Co., Chicago, is the agency. 


request. 


Brown & Bigelow 
Earnings Zoom 


MINNEAPOLIS — Brown & Bige- 
low, “remembrance advertising 
firm,” earned a net profit of $2,- 
004,053 in 1946, an increase of 
$1,295,827 over 1945, when the 
company earned only $708,226 due 
to the loss of war business. 

Charles A. Ward, president and 
general manager, reported that 
the company’s sales were $29,303,- 
804 during the year, a 47% in- 
crease over 1945 and “the largest 
sales in the calendar industry.” 

Also reported was the com- 
pany’s spectacular compensation 
scale: 700 salesmen averaged 
more than $8,000 each in earnings, 
while 4,384 employes earned an 
average of $4,084 in wages, sal- 
aries, commissions and bonuses 
during the year. 


Canadian Linage Rises 


The Canadian Daily Newspapers 
Association reports that in linage 
totals for April, 1947, as com- 
pared with the same month of 
1946, national advertising was up 
4.7% while classified and _ local 
advertising showed gains of 23.0% 
and 18.6%, respectively. The over- 
all gain of all types of advertising 
was 15.5%. 


/ WHO PAYS 
WHAT? 


Clear understanding, and 
agreement on_ responsibility 
and cooperation at the outset, 
make for lasting client-agency 
relationships. Such arrange- 
ments can be very simple, as 
in the case of our agency. 

We like our clients to feel that 
once we are retained, our suc- 

cess depends on our contribu- 
tion to their success. We work 
for an advertiser on much the 
same basis as a department 
executive. If we purchase 
artwork or other tools or sup- 
plies for the client’s subse- 
quent approval or rejection, 
no question of speculative ex- 
pense or risk on our part is 
entertained. The client pays 
the bill and it is our responsi- 
bility to see that overall re- 
sults justify all costs. 


IT DOESN’T PAY 
TO ADVERTISE... 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc.- ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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SPORT SCORES 


Here are 2, only 2, “quickies” on SPORT“s ability 
to make sales for it’s advertisers at a profit. 


P. M. Games...a novelty baseball 

game selling for $5...“SPORT pulled 
more actual soles than Esquire and True 
combined. In addition to direct sales, 
SPORT opened up several retail outlets.” 


x* & 


INTERNATIONAL CORRESPONDENCE 
SCHOOLS ... “test page in October 
issue so successful, ordered 5 pages 
during first 6 months 1947.” 


Ask to see more! 
Sport, 205 E. 42nd St., N. Y. 17, N. Y. 


* SPORT’s first 5 months of 1947 averaged over four hundred 


thousand newsstand circulation alone. A total of 11 issues 
have been published. 


Is that good? That's more than 4 times better than TRUE’s 
first year... 3 times better than ESQUIRE’s ... 8 times 
better than NEWSWEEK’s . . . and nearly 8 times better 
than TIME’s first eighteen months! 


the Magazine for remerica's Wllions of Sport Spectators 
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Standard Outdoor 
Issues ‘Who’s Who’ 


New York — Standard Outdoor 
Advertising last week published 
the first ‘“‘Who’s Who” of outdoor 
advertising, a 144-page directory 
listing prime users of the medium, 
including headquarters addresses, 
products advertised, and key sales 
and advertising personnel. Agen- 
cies handling the products, ac- 
count executives in charge, and 


heads of outdoor departments are 
also listed. 

In addition, the directory con- 
tains a product index, giving an 
alphabetized listing of the prod- 
ucts advertised and the names of 
the advertisers. Approximately 
1,500 advertisers and agencies, 
with their products, are covered. 


Buys Silverware Section 


Goldblatt Bros., Inc., Chicago 
department store, has bought the 


formerly operated as a concession 
by Rubenstein Bros. The new de- 
partment is under the supervision 
of the group merchandising man- 
ager, Meyer Linkow. 


Baton Rouge Admen Elect 


The Advertising Club of Baton 
Rouge, La., has elected Tom Gib- 
bons, sales manager of Station 
WJBO, president, and Edwin Mc- 
Clure, advertising manager of 
Welsh & Levy, first vice-president. 
Other officers elected are: Dr. 


silverware department in its store, ! Karl Reyer, Louisiana State Uni- 


versity, 
Dixon Smith, copy chief of Her- 
bert S. Benjamin Associates, sec- 
retary, and James H. Baker, ad- 
vertising manager of Capitol 
Stores, treasurer. 


Madison Opens Branch 


Madison Advertising Company, 
New York, has opened a West 
Coast branch at 600 S. Hobart 
Blvd., Los Angeles. William M. 
Ade will be vice-president in 
charge, with Seymour L. Gibson 
as branch manager. 


second vice - president; | 
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STANDARD 
SERVICE 


The real low down on the 
Midwest gasoline situation! 


The Farmer takes a wife 


Well, anyway, that’s what he thinks. But in the pastoral symphony as 


in the city serenade, the tune’s really being called by you know who. The 


difference is—farm wives have double influence, especially the 2,600,000 
who read Farm JOURNAL, who live, 80% of them, in America’s most 


prosperous rural counties in homes 73% of which are electrified. 


On as many prosperous farms, they scan Farm JouRNAL with an eye 
out for rugs and towels and electrical household aids they want—and 
also for farm equipment they know will interest the menfolk. Their sug- 
gestions (and prodding) start a chain of direct actions ending in sales for 
makers of everything the farm and the farm home need. Advertisers who 
recognize the influence of Farm JouRNAL in the hands of these farm women 


“Purchasing Agents” are getting enviable sales results. You will, too. 


Farm 
Journal | 


AMERICA’S LARGEST RURAL MAGAZINE 


GRAHAM PATTERSON, Publisher 
Washington Square, Philadelphia 5, Pa. 


STANDARD OIL COMPANY <cinviana) 


TIGHT — Just as the summer driving 
season gathered momentum, Standard 
Oil Co. (Indiana), Chicago, ran this 
insertion in 1,500 Midwest dailies and 
weeklies, through McCann-Erickson, tell- 
ing why increased consumption of gas- 
oline and oil has cut gasoline supply, 
and urging motorists to “reduce un- 
necessary driving." 


Shaw, LeVally 
Split, Start 


Own Agencies 
Cuicaco — Shaw-LeVally, Inc., 
agency formed less than 20 


months ago by two former Leo 
Burnett Company executives, was 
dissolved last week—and two 
separate agencies got under way. 

John W. Shaw, it was an- 
nounced, has purchased the inter- 
est of co-owner Norman W. Le- 
Vally in their firm. Corporate 
names of the new agencies are 
John W. Shaw, Inc., which will 
be located at the same offices, 228 
N. LaSalle St., and LeVally, Inc., 
with offices at 360 N. Michigan 
Ave. Reason for dissolution of the 
old firm was not disclosed. 

Mr. Shaw told ADVERTISING AGE 
that he will handle these Chicago 
accounts, ‘including most of those 
served by Shaw-LeVally. 

American Motorists Insurance 
Company, Lumbermens Mutual 
Casualty Company, College Inn 
Food Products Company (entire 
account), Standard Milling Com- 
pany, Groves Shoe Company, Vic- 
tor Adding Machine Company and 
Dormeyer Corporation, manufac- 
turer of food mixers. 


Gets Household Finance 


Mr. LeVally will take over the 
account of Household Finance 
Corporation, Chicago, and other 
accountg¢ to be announced later. 

Shaw-LeVally personnel who 
will join Mr. LeVally include these 
executives: W. W. Steffey, F. C. 
Goodrich, Sterling Mitchell, Paul- 
ine Watros, Bertha Vincent, 
Michael Gradle, Lewis H. Scur- 
lock Jr., and Robert Blackburn. 
Edmund B. Abbott, vice-president 
in charge of radio, and others, will 
remain with Mr. Shaw. 

Carl F. Grether, former vice- 
president and art director of 
Shaw-LeVally, has opened his 
own studio at 4 E. Ohio St. Mr. 
Grether, who supervised all cre- 
ative art at the agency, was for- 
merly art director with Burnett 
on the Santa Fe, Minnesota Valley 
Canning Company and Shefford 
Cheese accounts. Prior to enter- 
ing the agency field, he was as- 
sociated with Herbert Bielefeld, 
Inc. 


Building SupplyHews 


in CIRCULATION 
in ADVERTISING 
in LEADERSHIP 
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The Hearst Newspapers have long tried to 


Stop Destructive 
‘laxation 


FROM A LETTER BY 


Wilham Randoloh Hearst 


PUBLISHED IN HEARST NEWSPAPERS ON DECEMBER 20, 1933 


“The burdensome and universally injurious in- 
come tax has been raised to be the Frankenstein of 
our economic life. 


“It is as un-American, as subversive of demo- 
cratic principles, as fatal to free institutions, as the 
recently repudiated policy of Prohibition. 


“It builds impudent bureaucracies to oppress 
and outrage the citizens. 


“It encourages evasion—legitimate avoidance 
and criminal evasion of unjust and resented tax 
extortion. It breeds contempt for government and 
hatred of law. 


“It makes the Government a racketeer and most 
offensive one, doing its best to rob the citizen and 
practically confiscate his property. 


“It makes the citizen to a degree a_ hijacker, 
doing his best to rob the racketeer. 


“It complicates business, interferes with employ- 
ment, prevents investment in industry and retards 
the return of prosperity. 


“It obviously diminishes drastically the pur- 
chasing power of the community. 

‘**No one has money to spend at the stores when 
he has to give most of it to the Government. 


‘The curse of modern government is the exces- 
sive expenditure and oppressive taxation, with the 
added evils of injustices and discrimination.” 
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The words at the left were written when the income tax 
was just beginning to climb to its present giddy altitude, and 
our army of bureaucrats in Washington was a relative cor- 
poral’s guard. Today, taxpayers in even the lowest brackets 
will understand the urgency of Mr. Hearst’s message. 


The Hearst Newspapers will continue to fight extravagant 


bureaucracy and oppressive taxation, with all the power at 
their command. 
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Ballpoint Perfume 
Dispenser Readied 
by Chicago Firm 


Cxuicaco—Lyson, Inc., this fall 
will introduce its Vicki-Laurel 
ballpoint perfume and cologne dis- 
pensers, with advertising to run in 
women’s magazines. 

As the new company will an- 
nounce in ads in Beauty Fashion, 


THE 
STATION 


in August and September, the dis- 
pensers will be sold without per- 
fume or cologne. Three styles will 
be offered, all made of aluminum. 
Two will contain a single perfume 
or cologne, and the third—called 
Tu-Lures—will contain the liquid 
| scent in one end and a small brush 
lin the other for mascara or nail 
| polish. 
| The company also makes toys 
iand motorists’ equipment, adver- 
tised in trade publications. 
Salesvertising Associates here is 


| the agency. 


Dawson Buys Interest 
in Feature Productions 


Stuart V. Dawson, for the past 
four years radio director of Foote, 
Cone & Belding, Chicago, has ac- 
quired one-third interest in Fea- 
ture Productions, packaged radio 
show organization with offices at 
228 N. LaSalle St. Other principal 
owners are Chuck Acree and 
| Georgene O’Donnell. 

Mr. Dawson will tragsfer his 
'activities to Feature Productions 
/as soon as his replacement is ap- 
| pointed at FC&B. 


Audit Bureau Plans 
‘47 Meeting in Chicago 
Plans for the 1947 annual meet- 
ing of the Audit Bureau of Cir- 
culations, which will be held in 
Chicago Oct. 16-17, were dis- 
cussed at a directors’ meeting in 
Murray Bay, Que., June 27-28, 
attended by directors from both 
the U. S. and Canada, as well as 
representatives of Canadian ad- 
vertisers, agencies and publishers. 
Due to poor health, Harry S. 
Webster, former publisher of the 
San Bernardino Sun and Tele- 
gram, has resigned as a director 
and has retired from active busi- 
ness. To complete his unexpired 
term, the board by unanimous 
vote named Judge Harlan G. 
Palmer, publisher of the Holly- 
wood Citizen-News. 


Gets Paint Account 


McCabe Paint & Varnish Com- 
pany, Irvington, N. J., has ap- 
pointed Franklin Fader Company, 
Newark, to handle its advertising. 
A special campaign, using business 
papers, direct mail, and point of 
sale, will be prepared for McCabe’s 


| Diazol shingle stain. 


‘Super-Colossal’ 
Claims Banned by 
St. Louis Media 


St. Louvis—Publishers and 
broadcasters in this area have 
banded together to restate their 
opposition to—and flat ban on— 
the “super-colossal superlatives” 
that some copywriters still slip 
past the censors. 

At the instigation of the St. 
Louis Better Business Bureau, 
which collected an exhibit of ad- 
vertisements run by retail food, 
drug and furniture stores and 
warned that they help tear down 
the prestige of all advertising, the 
media approved the following 
standards of practice governing 
the use of exaggerated and con- 
troversial claims and statements: 

“Controversial claims or state- 
ments that do not lend themselves 
to ready proof, or any other type 


ee and next 


acca nce cree 


SSTASPACE BUYER | \ 


time you'll know which newspaper to pick in Cincinnati!” 


WHAT SMART SPACE BUYERS ALSO KNOW: 


® That The Cincinnati Enquirer has the largest 
circulation gain of any Cincinnati newspaper. . . 
in the last year, and in the last ten years. 

© That it carries more advertising lineage than any 
other Cincinnati newspaper. ‘ 


® That it has the lowest milline rate in Cincinnati. 


Represented by Moloney, Regan and Schmitt, Inc. 


ae 
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of claim that might hold advertis- 
ing up to ridicule or tend to lowe 
public confidence in its complete 
accuracy, shall be termed objec- 
tionable and not be used. The ad- 
vertiser shall be expected to fur- 
nish proof of any claim, upon 
request.” 


List Will Grow 


Listed are statements or claims 
now considered objectionable un- 
less they can be justified, because 
of an exclusive dealership or be- 
cause the comparisons are made 
solely with the advertiser’s own 
performance. The list, to be ex- 
panded as necessary, includes 
these boasts: 

“We will not be undersold. St. 
Louis’ lowest price. We sell for 
less. World’s leading. America’s 
leading. St. Louis’ leading. More 
than any other—. Lowest prices. 
The best. The greatest. The 
choicest. The finest. The most 
famous. The most complete. The 
rarest—. The most popular. Home 
of—. Headquarters for—. Center 
for—.” 

Katz Drug Company attracted 
major attention in the bureau’s 
drive to revivify censorship rules 
and end the epidemic of general 
underselling claims. Katz, it said, 
managed to get so-called ‘‘l-cent 
sale” copy in the St. Louis Post- 
Dispatch and “Observer”; and 
Park Drug Company, not to be 
outdone, followed up with similar 
advertising in the Post-Dispatch 
and Star-Times. The media now 
have approved a new standard, 
banning any reference to a 1-cent 
sale in connection with illustra- 
tion or text matter, whether the 
copy is of local or national origin. 


Reviews Other Claims 


Katz also advertised the 
“world’s largest drug store” when 
the company opened its new store 
in Maplewood (the bureau says 
Katz’ advertising manager, in 
Kansas City, said it hadn’t in- 
tended to convey the impression 
that the one store was the world’s 
biggest). Asked about another 
claim, “world’s leading cut rate 
drug stores,” the ad manager told 
the bureau that the chain did 
more business than others in pro- 
portion to the number of stores 
owned. 

“We do not agree that this 
would make their stores. the 
‘world’s leading’ stores,” observed 
the bureau “Bulletin.” “By the 
same reasoning a railroad only 50 
miles long, that carried a greater 
average of freight per mile, might 
claim to be the world’s leading 
railroad system. Sill y—you’re 
right!” ' 


Film Firm Changes Name 


Ray-Bell Films, Inc., St. Paul, 
has changed its name to Reid H. 
Ray Film Industries. The change 
is due to the retirement of Charles 
E. Bell and the acquisition of his 
— by the present manage- 
ment. 


Two Name Harris Agency 


Ralph Harris, New York, has 
been named to handle the adver- 
tising of Kline-Meyers Mfg. Com- 
pany, work shirts, and Saginaw 
Mfg. Company, men’s and boys’ 
sportswear. 


pound Heflies? 


CREAM OF WHEAT 


gets them by 
using 


REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 11 
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Martin Quits Fairchild 

Gould B. Martin, publicity 
manager for Fairchild Engine & 
Airplane Corporation, New York, 
has resigned effective Aug. 1. He 
has not announced his plans. 


Wilds Joins Ayer 

Charles M. Wilds has joined the 
staff of N. W. Ayer & Son, New 
York, as time buyer in the radio 
department. He formerly was 
with Ruthrauff & Ryan. 


typography 


advertisements 
brochures - catalogs set 
efficiently - we have 
all the faces in 
complete range 
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Whitney Manages 
Sales Federation 
in Expansion Plan 


New YorK—Coincident with ap- 
pointment of Robert A. Whitney 
as executive director of the Na- 
tional Federation 
of Sales Execu- 
tives, effective 
Sept. 1, and the 
moving of its 
headquarters’ to 
New York from 
St. Louis on that 
date, Gene Flack 
of Sunshine Bis- 
cuits, Inc., new- 
ly-elected presi- 
dent (AA, June 
9) told the Sales 
Executives Club of New York last 
week of ambitious expansion plans 
for the federation. 


R. A. Whitney 


Former promotion manager of 
McGraw - Hill Publishing Com- 
pany, Mr. Whitney recently has 
managed the children’s book di- 
vision of Encyclopaedia Britan- 
nica, Chicago. 

Later, Mr. Flack said, Mr. 
Whitney will be the federation’s 
first paid president. In his pres- 
ent post he succeeds George A. 
Marklin of St. Louis. 

Location of the New York 
headquarters has not been de- 
termined. 


Forecasts 100 Clubs 


The federation now embraces 
70 clubs with membership of 
8,000 executives, representing 2,- 
500,000 salesmen. Mr. Flack said 
that by Jan. 1 he expects it to 
include 100 clubs. 

“The services of the federa- 
tion,” he said, “should be three- 
fold . . . to individual members, 
to club administrations, and the 
initiation of projects through them 
for the selling profession and the 
nation. The federation intends to 
sell the importance of selling in 


the American economy, -through 
such means as: 

“1. Organizing a speakers’ bu- 
reau in each club, to make speak- 
ers available for service clubs, 
women’s organizations, schools 
and other groups. 

“2. Preparing an outline of 
facts for such talks, to keep the 
story being told across the con- 
tinent fundamentally the same. 

“3. Consolidating this material, 
some of which already has been 
published by the local clubs, into 
a federation booklet, with local 
club imprint if desired. 

“4. Developing a promotion 
program announcing the service.” 


Pushes ‘Selling as a Career’ 


In connection with this, the fed- 
eration intends to emphasize the 
importance of selling as a career, 
Mr. Flack explained. “No survey 
we have seen indicates that more 
than 4% of high school and college 
students even give a single thought 
to selling as a career,” he said. 
“For the last 13 years the Cleve- 
land high schools have been can- 


Do You 


Philomene is a saucy bit of pulchritude in her own right, 
which is as it should be—for Philomene is editor of The 
Detroit Times ““BEAUTY BOX”’—a column devoted to the 
proper use of creams, lotions, powders, rouges, lip-sticks, 
nail lacquers and similar items so dear to the feminine heart. 

Philomene advises the HALF A MILLION women and 
girls over fifteen, who read The Detroit Times every day, 
on how to get “more” out of their glamour. At the same time, 
she very subtly assists in selling vast quantities of cosmetics 
and other glamour stuff—for those who make a business 
of such things. 


NO COVERAGE IS COMPLETE WITHOUT 
THE 400,000 FAMILIES REACHED BY 


| THE DETROIT TIMES 


| 4 
denny oancs 


Know PHILOMENE? 


lf You Have 
Cosmetics to Sell 
And You Do Not 
Know Philomene 
of The Detroit Times 
You Are Overlooking 
A Good Bet. 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


The DETROIT TIMES 


3 BIG DAYS —- 3 BIG NIGHTS « 
orex MTHS THURSDA’ ‘AND SATURDAY 


CLASSIFIED—Roth's, Harrisburg, Pa., 

furniture store, ran this unusual full 

page "classified" ad in the Evening 

News to list "good, medium, poor and 
just plain bad" items for sale. 


vassed annually and not one 
youngster has yet expressed an 
interest in selling as a profession. 

“Every club should have a 
‘Selling as a Career’ committee, 
to help establish sales training 
courses in colleges and high 
schools.” 

He cited several clubs which 
already are doing this. 

“Where such courses already 
exist, your committee can work 
with the schools in an advisory 
capacity — getting active sales 
managers on the faculties and as 
guest speakers for classes.” The 
committees also would distribute 
copies of a new federation book- 
let, “Opportunities in Selling,” by 
a committee headed by Herbert 
Metz of Graybar Electric Com- 
pany, and invite teachers of busi- 
ness courses to be head-table 
guests at club meetings. 


Essay Contest Urged 


A nationwide, locally-sponsored 
essay contest on “What Has Sell- 
ing Meant to America,” Mr. Flack 
said, could be made to attract “a 
few hundred thousand entries.” 

Mr. Flack also urged that the 
federation collaborate actively 
with the National Distribution 
Council, of which Raymond Bill 
of Sales Management is chairman, 
and with such organizations as 
the National Society of Sales 
Training Executives. He suggested 
that the federation conduct the 
“first national survey of sales 
training methods.” 

The federation’s “Washington 
Letter” should be augmented, he 
said, into a national legislative 
letter, covering local and state as 
well as national legislative de- 
velopments affecting selling. “The 
voice of selling should be heard,” 
he emphasized, on such proposals 
as “standardization of products; 
reduced distribution costs; profit 
margins; informative grade label- 
ing now being considered by the 
Bureau of Standards; measures 
setting up highway barriers; credit 
selling; excise taxes; export regu- 
lation, and funds for vitally 
needed selling statistics through 
a new census.” 


Shevlo Joins Chernow 


Rita Stier Shevlo, formerly art 
director of Ehrlich & Neuwirth, 
New York, has joined Chernow 
Company, New York, as vice- 
president and art director. 
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IF IT IS, MISTER, 
THEN LISTEN TO THIS... 


You'll have to look far and wide into Arizona's 
hinterlands to find a sleepy, slow moving scene 
like this one. The day of the general store that 
merchandised everything from cough drops to 
windmills, store suits to philosophy has passed. 
That's Cigar-Store-Indian-Thinking, Mister. 
Take another look. 


Arizona's record breaking retail business last 
year reached the One-Half Billion Dollar mark! 
With the tremendous influx of population, this 
upward swing continues. The country general 
store has been supplanted by the progressive 
and sales-worthy super market. __ 


Alert Advertisers are finding out that the best 
Pa a ee way to tell and sell the buying, expanding Ari- 
= ine zona market is through the Phoenix REPUBLIC 
_.. and GAZETTE, the newspapers that two out of 
three Arizona families buy, read, and trust. 


ARIZONA AL SEZ: 


Thar's sumthin’ out h'yar that 
gets ‘em an keeps ‘em comin’ 
back till they stick .. . Makes it 
doggone worth while fer the 
hombre with sumthin’ to sell! 


REPUBLIC AND GAZETTE 


REPRESENTED BY KELLY-SMITH COMPANY 
NEW YORK * CHICAGO * LOS ANGELES * SAN FRANCISCO * DETROIT * ATLANTA ® PHILADELPHIA * BOSTON 


PHOENIX, ARIZONA 


4 , Pop a7 a bs 
a - dae ade Boe Pe Re oe 
: aa? LZ es at - =. al ‘ 
=4 * a ‘ oe ~ oe, Z ee x ay a 3 eb $ : - si ie 
= Pat al . / | file eee is a : e Reap ee ig 
als) = “ dl % this * | 
: = i ae | - 
= pL eee, LELZE- pore 
= baa? ‘i. G E Soe an @ . 
|| <<""iMepNen— i Jowe idea 
= _ =. viol R C AL ear | 
| LS J Pe eee 
pe NDI Sp Be of Ariz 
ed ® peccerncal SRR RS RR we. —— Oeteaens -Oc te cs ae * 
Full Bases N See SOO Pe = So: Saas mt . Px 
ing Ee‘ ' ee a Shek ’ aS 
Basses, \ SET : > " ¢ ee 
ind Biss, “3 Seo ia Ss Th Pom - — : aa 
ey Sra COCO RIO a G E es > ; 4 
a” Gasca. so - 2 ERO; | =. a a ; me 
a oF Be HARI PLUG [et - 
one ee | rr Ny 
an oo i... == | ee. | 
ion. eee y | 
i. 2 Bieacae Ct i | 
ing if ia A aii co) =e | BB ' ! 
‘igh —C oe s 7a i Za Tee | 
oe )6Clhr|,l (ae eZ ODM OLE ae 
ady _—=Cia ee ee ed | | 
ane /_ We .-& ) | 1 2 " 
sory gy L- \ r & i | | Bae } yi LL 
ales eg BR \S ana eae Seo ee J / 
pute | Aly —\ == - 
0k- ee Vix | (Vy — —- EB | Ny Ys t— . 
’ by oe Ld hy "By t —— in preg yy). i ; : 
bert Beeson > We ZB TVD « ee J \ a { | 
om- oe GE deg, a. im |i a > } 
usi- ee Lo ee — | a 
able cal ry <p / ——s —et : 
— Tah y Z es hi @ ; 
52, \ ; ~~ i |—__—> . be 
‘lack | Ss Ba! UA — | Cpe inte ee 3 
t “a a | ie on” a 
” Se | eee 4 
~ = —_—— ee Za | Le ZG ; 
ely — . aH ——— o_o 
ition “il — = = t. _ eee se Se aa 
Bill —?e “Che i. —_— ta ” eee Oe — 
man, See Se i a —< : 
S as ge ey fle ee ————— ; 
Sales ——  — ee —= ee aan, 
ested ~ ==/e8.;. a“ . pein 
the <— | iow Caf BIN 
7 oe 
ative . | 
ite as 
- de- : 
“The 
ard,” fr} - -~* 
osals ee —— 
ts; ’ - — . 
ot CED MAnS Th 
label- —"s = AR — — 
ee ee Ap lwal 
the <ii \\ on =i - —— ae 5 N —== 
x: aia ar omen DRI 
dit Ho ens" Wee Et bie € ] ‘aay — ““ 
i “49, A at sig ISS = —— 7 P 
seatie . [ee a, / : eld, a: ae 
ally 4223 So) ee K, hy S Pz ta %) s! Sw 
rough == AS Soe -- IR ZA a Z A 
fa SN COM KA A 
| t. i 4 43 P- autos —ZT = 
pp es EK 
y Pau XN 
Seng. tote nN —) 
ly art pot | ap ae é >, NS SS Z 
wirth, yen ee eS EE <a | * A —p 
new fabiano A EES ee WSK VIF 3 
vice- ‘ f] iS? eB ENC 4 o . X a ~ g ee 
(Tip RD 
om ~ = a - c. he’ —~ - 
we F spewed! Dh, ge. » ae ee a oe owe 
~~ ZS IN , 
H E NLO } . . 
AER 
‘ —_ nat 
- —_— SSCS 
- fr 
Z YY 
D9 \ 
: 


10 
Shows Fashion Movie 


Rhea Mfg. Company, Milwau- 
kee, is presenting its fall collec- 
tion of Joan Miller Juniors for 
back-to-school wear by means of 
a 16 mm. color film, complete 
with sound, which will be made 
available to retail stores carrying 
the Joan Miller line. Photog- 
raphy was done by Stephen and 
Michael Elliot, New York. Ab- 
bott Kimball Company is the 
agency. 


Point of Sate TAPE 


PRINTED © CELLOPHANE © ADHESIVE 


TOPFLIGHT TAPE CO. 


HUBER BLOG. —— YORK. PA. 


Rilling Enters 
Consumer Field 
with Life Shampoo 


New YorK—Rilling Company, 
maker of professional beauty prod- 
ucts, has introduced Life creme 
shampoo in Mobile, Philadelphia 
and Texas, and plans to launch 
Life nationally soon. 

Initial copy in newspapers fea- 
tures a money-back guarantee. 
“You'll have lovelier hair tonight 
—or your money back tomorrow” 
is emphasized in the newspaper 
ads, spot radio and direct mail. It 
will be used later in national 
magazines. 

Rilling, long a manufacturer of 
professional beauty supplies and 


equipment, is introducing Life in 
an effort to capture part of the 
growing home shampoo business. 
Copy also declares that “eight out 
of 10 professional beauticians 
chose Life best by competitive 
test.” Additional consumer items 
will be introduced later. 

Goold & Tierney here is the 
agency. 


Lockheed Names Adams 


Lockheed Aircraft Service, said 
to be aviation’s first international 
organization to specialize in trans- 
port aircraft maintenance, has ap- 
pointed Mel Adams & Associates, 
New York, to handle public rela- 
tions. The service corporation 
maintains bases at Burbank, Cal.; 
MacArthur Airport, Sayville, N. 
Y.; and Rineanna Airport, Shan- 
non, Eire. 


Issues Failure Chart 


Dun & Bradstreet, Inc., New 
York, has prepared a chart on 
“Comparative Failure Trends 
1915-23, 1938-46,” which presents 
a graphic picture of the effect of 
two wars on American business. 
Five categories of manufacturing 
and four of distribution are illus- 
trated. 


Names Miars Sales Head 


American Photocopy Equipment 
Company, Chicago, maker of 
Apeco Photocopy machines and 
papers for office use, has named 
E. P. Miars director of sales. 


Adds Video Department 

Jones Frankel Company, Chi- 
cago agency, has added a tele- 
vision department, with Lewis I. 
Sanders as director. 


YOU CAN’T 


MAKE A SCORE 
WITH A SHOTGUN... 


It’s the concentrated aim of the rifle you need. 


Are YOU wasting time, effort and money with “shotgun” 


advertising . . . scattering your efforts through many 
oil papers . . .seldom if ever scoring a bull's-eye? Then 
by all means try The Oil and Gas Journal . . . the “rifle” 
of the oil industry. It AIMS your advertising message 
... to reach more oil men than any other oil publication. 
No wonder so many successful advertisers CONCEN- 
TRATE their advertising program in The Journal. They’ve 
found, as you will too, that... 


“FOLLOW THE JOURNAL... AND 
YOU FOLLOW THE OIL INDUSTRY” 


PUBLICATION OFFICE: TULSA 1, OKLAHOMA - OFFICES: NEW YORK, PITTSBURGH, CHICAGO, LOS ANGELES, HOUSTON, ENGLAND, CANADA 
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10-Year Decline 
in Advertising 
Shown by Study 


PHILADELPHIA—A 20-year de- 
cline in advertising expenditures 
—as compared with income and 
pupulation growth—has been re- 
vealed by Alderson & Sessions, 
marketing and management or- 
ganization here. The long-term de- 
cline, coming after a growth of 
advertising yearly from 1914 to 
1928, is shown graphically in the 


company’s monthly “Cost and 
Profit Outlook” report to busi- 
ness. 


In the previous issue of the re- 
port, Alderson & Sessions predicted 
that advertising expenditures this 
year will fall 13% from last year 
(AA, June 16). 

The new finding “represents the 
trend of advertising after effects 
of business fluctuations and 
changes in per capita income have 
been eliminated.” It reflects “any 
tendency of expenditures for ad- 
vertising to expand either in rela- 
tion to population growth or as a 
part of the consumer’s dollar.” 

Using 1934-38 as an index, the 
chart shows an index figure of 
about 101 for 1914, a constant rise 
to about 110 in 1928, and there- 
after a consistent decline reaching 
87 this year. 


Resembles 54-Year Cycle 


“The procedure in plotting the 
net growth curve is one of the dis- 
tinctive contributions to trend 
analysis made by Dr. Ernest H. 
Jurkat, our director of research,” 
A&sS reports. “It is a great advance 
over the usual methods of dealing 
with secular trends which are un- 
reliable for such short statistical 
series as those available. Dr. Jur- 


kat’s method is a multiple regres- . 


sion technique starting from the 
concept of net growth as a com- 
ponent of the original series.” 

The company points out that the 
20-year decline, relative to per 
capita income and business con- 
ditions, may result either from 
growing efficiency in use of ad- 
vertising media or to the fact that 
possibly “business since 1928 has 
not been as effective or imagina- 
tive as it should be in developing 
new applications for advertising.” 

A&S points out that the trend 
shown resembles to some extent a 
54-year rhythm in the introduction 
of new developments, a theory 
propounded by some economists. 
“In that case,” it asserts, “the de- 
cline should reach bottom in a few 
years and be ready for another 
long upswing.” 


NRDGA Asks Retailer 
Cooperation on ‘AAF Day’ 


The National Retail Dry Goods 
Association will ask _ retailers 
throughout the country to co- 
operate with “Army Air Force 
Day,” to be observed on Aug. l, 
and has appointed Charles B. Dul- 
can Sr., vice-president and gen- 
eral manager of the Hecht Com- 
pany, Washington, D. C., as chair- 
man for the occasion. ; 

Central theme of the campaign 
will be “Air Power Is Peace 
Power,” and promotional material 
to tie in with this theme is be- 
ing prepared by the NRDGA sales 
promotion division. 


OAI Transfers Mallin 


Jules B. Mallin has been trans- 
ferred from the Los Angeles to 
the San Francisco office of Out- 
door Advertising, Inc. Mr. Mallin 
has been with OAI since its or- 
ganization. 


‘Glamour’ Names Pierce 
Jane Laidlaw Pierce has been 

named editor of the new travel 

department of Glamour, New 


York. 
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Media and Services." 


When 169 newspapers throughout the country placed 777,196 lines of 
promotion copy in Advertising Age during 1946 — 46%, more than in 
the next general advertising publication — they clearly indicated which 
medium they thought is best for them. For many years newspapers have 
relied upon Advertising Age to reach and sell the top advertising execu- 
tives of this country. They like our big page that commands attention 
when they have something to shout about. They like our makeup that 
creates reader traffic throughout the publication, taking it alongside any 
size advertisement they run. They like the way Advertising Age has fought 
advertising's battles, without sidestepping controversial issues, without 
favoring any of the many different interests of the business. They like to 
read it to keep posted on everything that is going on in the advertising 
world. They know this applies to advertising executives from coast to 
coast, and so they know that here is the place to find readers for their 
copy. Their preference, year after year, for Advertising Age has helped 
make it "The World's Number One Promotion Medium for Advertising 


(ADVERTISING AGE 
777196 LIWES 


Akron Beacon Journal 
Albany Times Union 
American Newspaper Adv. 
Network 

*American Press Association 
Asheville Citizen-Times 
Atlanta Journal 

Aufbau 

Baltimore Afro-American 
Baltimore News Post 
Battle Creek Inquirer 

*Big Five Group 

Bayonne Times 

Big Three Group 

Paul Block & Associates 
Bloomington Daily Pantagraph 
Boston Herald Traveler 


Booth Michigan Newspapers 
Boston Globe 

Boston Record American 
Boston Sunday Advertiser 
Bridgeport Herald 


fou 


i Houston Chronicle 


NEWSPAPER ADVERTISERS IN ADVERTISING AGE, 1946 


Miami Herald 
Michigan League of Home 


Bronx Home News 
Buffalo Courier Express 


Davenport Times & Democrat 
Denver Post 


Buffalo Evening News Des Moines Register & Tribune Newspapers 
Camden Courier Post Detroit Free Press Moline Dispatch-Rock Island 
Charleston Eve. Post News & Detroit Times Argus 


Detroit News 

Erie Dispatch-Herald 

Fall River Herald News 
First Three Markets Group 
Florida Newspapers 

Ft. Wayne News Sentinel 
Gary Post Tribune 
Greensboro News & Record 
Greenville News-Piedmont 
Greenwich Time 

Hartford Courant 

Hearst Advertising Service 


Courier 
Chester Times 
Chicago Herald American 


Minneapolis Star Journal 
Nashville Banner-Tennessean 
Nassau Daily Review Star 
*National Jewish Post 
Newark Evening News 
Newark Star Ledger 
New Britain Herald 
New Bedford Times 
New Orleans Item 
New Orleans Times 
Picayune-States 
New York Daily Mirror 
New York Herald Tribune 
New York Journal American 
New York Journal of Commerce 
New York Post 
New York Sun 
New York Times 
Norfolk Newspapers 
Norristown Times Herald 
Oakland Tribune 
Ohio Select List 
Oklahoma Times-Daily 
Oklahoman 
Omaha World Herald 
*Ozaukee Press 
Panama City News-Herald 
Pasadena Independent 
Philadelphia Evening Bulletin 
Philadelphia Record-Camden 
Courier 
Philadelphia Inquirer 
Philadeiphia Record 
Phoenix Republic Gazette 
Pittsburgh Courier 
Pittsburgh Post’ Gazette 
Pittsburgh Press 
Pittsburgh Sun Telegraph 
*Port Arthur News 
Portland Oregon Journal 
Portland Oregonian 


Chicago Daily News 
*Chicago Defender 
Chicago Times 

Chicago Journal of Commerce 
Christian Science Monitor 
Chicago Sun 

Chicago Tribune 
Cincinnati Inquirer 
Cincinnati Times Star 
*Cleveland Plain Dealer 
Columbus Dispatch 
*Columbus Star 

Dallas Morning News 
Dallas Times Herald 


Hearst Newspapers 

*Hindustan Times 

*Hollywood Citizen News & 
Advertiser 

Hometown Daily Newspapers 


Houston Post 

*Huntington Newspapers 
Indiana League of Home Dailies 
Indianapolis News 
Indianapolis Star , 
Interstate United Newspapers, Inc. 
*lowa Daily Press Assn. 

*lron Mountain News 
*Jamestown Post Journal 

Jann & Kelly, Inc. 

Kemsley Newspapers, Ltd. 
Lawrence Eagle Tribune 

Long Beach Press Telegram 
Los Angeles Examiner 

Los Angeles Herald Express 
Los Angeles Times 

Louisville Courier-Journal-Times 
McClatchey Newspapers 
Macon News & Telegraph 
Manchester Union Leader 
*Mason City Globe-Gazette 
Memphis Commercial Appeal 
Metropolitan Group 
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“Exclusive in Advertising Age 


Age 


*Racine Journal Times 


Raleigh News & Observer 

Ridder-Johns, Inc. 

Rockford Newspapers 

St. Joseph News Press 

St. Louis Globe Democrat 

St. Louis Post Dispatch 

St. Paul Dispatch-Pioneer Press 

St. Petersburg Florida Times & 
Democrat 

San Diego Union & Tribune Sun 

San Francisco Call-Bulletin 

San Francisco Chronicle 

San Francisco Examiner 

Schenectady Gazetie 


*Scheerer & Co. 


Scripps Howard Newspapers 
Seattle Post Intelligencer 
Seattle Times 


*Sheboygan Press 


South Bend Tribune 


Spokesman Review-Spokane Daily 
Chronicle 


Tacoma News Tribune 


*Tampa Daily Times 
*Temple Daily Telegram 


Toledo Blade 

Toronto Evening Telegram 
Toronto Daily Star 
Toronto Star Weekly 
Troy Record Times 

Tulsa World Tribune 


*Valley Times No. Hollywood, 


Calif. 


*Waco News Tribune & Times 


Herald 
Wall Street Journal 
Warren Tribune & Chronicle 
Washington Afro-American 
Washington Post 
Washington Evening Star 
Washington Times-Herald 
Westchester Newspapers 
Winston-Salem Journal 
Worcester Telegram Gazette 
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Executive Editor, Lawrence M. Hughes 
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Washington Editor, Stanley E. Cohen 
Associates: New York: John Crichton, 
Frances Jameson. Chicago: Murray E. 
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Encourage 


Having returned from the con- 
ference of the Advertising Asso- 
ciation of the West just in time 
to pick up the annual meeting of 
Alpha Delta Sigma, professional 
advertising fraternity, we are 
deep in thoughts, and _ rather 
pleasant thoughts, about the jun- 
iors in the advertising business. 

Not that the Advertising Asso- 
ciation of the West is a “junior” 
organization in any sense of the 
word. Admen in the 11 western 
states are just as adult as any- 
where else. But organized western 
advertising, and the AAW in par- 
ticular, takes an interest in the 
welfare of young men and women 
in the business which does not 
seem to be matched elsewhere. 

Eight or ten junior advertising 
clubs — with membership re- 
stricted to those under 25—belong 
to the AAW, and the reports of 
junior club projects, as well as 
the three-minute speaking com- 
petition participated in largely by 
juniors, are highlights of every 
AAW conference. 

Junior advertising clubs are not 
unknown in other sections of ‘the 
country, but nowhere do _ they 
seem to have flowered so well as 
on the West Coast, and nowhere 
are they so closely integrated into 
senior activities, with so much 
assistance and encouragement 
from those who have trod the ad- 
vertising path before them. These 
junior groups, as evidenced by the 


Be Careful of Credit 


It looks as though Marriner 
Eccles’ efforts to keep Regulation 
W—the consumer credit restric- 
tion rule—on the statute books is 
doomed to failure, and relaxation 
of credit restrictions will be 
achieved by fall. 

Removal of this artificial re- 
straint upon the use of credit had 
to come sooner or later, and per- 
haps it will be just as well to 
have it sooner. In fact, many mer- 
chandisers believe that removal of 
the restraints on credit have al- 
ready been too long delayed. 

» Regardless of when the restric- 
tions go, it is certain that credit 
terms on many classes of con- 
sumer goods, and particularly on 
durables, will be eased greatly, 
and that, as a consequence, some 
additional buyers may be brought 
into the market place—a condi- 
tion which will shortly not be too 
displeasing to those who have dis- 
covered that the seller’s market 
has already melted into pretty 


the Juniors 


reports of their activities pre- 
sented at the AAW meeting, are 
true postgraduate courses in ad- 
vertising and marketing. Each un- 
dertakes a specific project, and 
in the doing gains invaluable ex- 
perience in the actual operation 
of advertising and marketing, to 
a degree impossible to attain in 
purely academic halls. 

The junior movement in adver- 
tising deserves full and complete 
encouragement from all segments 
of the business. Altruistic as it 
may be, it also has specific prac- 
tical values, not alone to the 
juniors, but to advertising as a 
whole. It makes more competent 
practitioners, more quickly, of 
those who have the talent but 
lack experience. And at the same 
time, it helps weed out those who 
have the inclination for adver- 
tising, but not the talent. In par- 
ticular, it tends to provide, at the 
very beginning of business life, 
a well-rounded knowledge of the 
innumerable facets of advertising, 
merchandising and marketing 
which is especially difficult to se- 
cure when one is beginning on a 
job which is likely to take close 
application to a single phase of 
the business. 

Every advertising center ought 
to have an active junior organiza- 
tion of some kind. If the seniors 
will help, we’re sure the juniors 
will be delighted to get together 
and get to work. 


oh, 


“Look, mister, it may be advertised as 


America's ideal vacation spot in all the 


magazines, but you've still got to remember the name of the place before | 
can sell you a ticket." 


Sheer Poetry 

For unbounded rapture, there 
are probably no rivals in the busi- 
ness to perfume copywriters and 
publicists, most of whom seem 
to be able to reach the drivel tap 
without strain. 

The latest example is a release 
from Bombi Perfumer, Inc.: 

“When you feel a little deviltry 
creeping into your angelic soul 
you are bound to need Bombi’s 
newest creation, Bombi Bouquet. 
Transferring a riot in heaven into 
fragrance is part of the conjurer’s 
art that brought this lilting, light- 
hearted brew into being. It’s 
simply dramatic by day, yet elo- 
quent at night. Lighter than 
perfume, 
Bombi Bouquet may be worn 
majestically day or night. The 
blowing breeze of a racing yacht, 
the warm pulse after a_ stolen 
kiss are both caught in its en- 
chanting aroma. A _ bare black 
bottle with a dash of gold holds 
this newest fantasy of the per- 
fumer who brought you Black 
Magic. It is yours, ready to 
anoint each and every precious 
moment. . .” 

Wakeman is probably quite 
right in saying that thwarted 
novelists do very well in this 


thin air. 


The danger is, as always, that | 
some merchandisers, eager to cash | 
in on their newly-developed mar- | 
ket, will be foolish enough to 
compete too sharply on the basis 
of credit terms, and that a hand- 
ful or more will substitute com- 
petition in credit for more healthy 
forms of competition. 

Consumer credit serves a use- 
ful, in fact an essential place in a 
vital, expanding economy, intro- 
ducing the use-it-while-you-pay- 
for-it philosophy which enables 
millions of people to enjoy the 
benefits of goods and services they 
might not otherwise ever be able 
to acquire. But, like all good 
things, credit can be abused, and 
by the creditor as well as the 
debtor. As a matter of fact, the 
evils of the credit system have 
stemmed more from the relentless 
eagerness of those willing to ex- 
tend credit than from those eager 


business. 


Analogy? 

Tappan Stove Company, Mans- 
field, O., uses a headline which 
bothers us considerably. “Did you 
marry your husband because he 
was available?”, the ad asks scorn- 
fully, and goes on to point out 
that housewives err in buying 
other ranges which they may have 
immediately, rather than waiting. 

Luckily for men in general, and 
husbands in particular, the ad 
doesn’t carry the analogy beyond 
the headline; if it had, the males 
might have suffered. Of how few 
men can it be said that they have 
a Famous Divided Top, that they 
permit the use of four big pots 
and pans without crowding, and 
that there is no reaching over hot 
surfaces! 


Mid-Continent Reports 

The annual report of Mid-Con- 
tinent Airlines, Inc., produced by 
Merritt Owens Advertising 
Agency, is an unusually interest- 
ing volume, not only because it is 
beautifully done and extremely 


to take advantage of it. 


easy to read and understand, but 


brighter than cologne,/|-.° ° 


}also because it contains a good 
| deal of data dealing with the en- 
tire air transport industry, which 
should be of interest to many. 
Despite a combination of cir- 
cumstances during the last quar- 
ter of 1946 which had many be- 


dustry was doomed to a lonesome 


dustry flew nearly 6 billion pas- 
senger miles during the year, an 
increase of more than 70% in 
revenue passenger miles over the 
preceding year. Against this in- 
crease of 70% in passenger miles, 
the industry wound up the year 
with 125% more seats available 
and right there is the clue to 


the difficulties: Overexpansion, 
even in an expanding market. 
Jottings 


Orville E. Reed, a direct mail 
specialist of Howell, Mich., is 


Big Fellow, which will promote 
larger shoes, shirts and theater 
seats. . . 

F. L. Jacobs Company, Detroit, 
discloses that the price of a 
Launderall in China is $6,000,000 
Chinese. . . 

Rumor to the contrary, Bever- 
age Media’s survey of New York 
| liquor licensees shows that one- 
third of the state’s liquor retail- 
ers replying to a questionnaire 
believe their inventories are nor- 
mal, and that most of those with 
above-normal inventories expect 
to liquidate them by midsum- 
mer... 

Scout Don Anderson of BBDO 
thinks it’s just as well that Bromo- 
Seltzer was a sponsor of the cele- 
brated Preakness in which Clem‘ 
McCarthy reported Jet Pilot the 
winner... 

Scout John Marston, promotion 
manager of the St. Louis Star- 
Times got a solid boot out of 
World Report’s ad in AA June 2, 
featuring the headline “A Suc- 
cessful First Year” next to a WR 
cover headlining: “Crack-up of 
Germany—Tug of War in France 
—Squeezing Soviet Trade.” . . 

Guests at Standard Oil Com- 
pany of California’s ad dept. in 
Seattle, attending a cocktail party 
for the opening of a flashy three- 
level underground parking space 
and service station, found this 
|sign: “Press & Radio Party— 


-|and_ territories, 


lieving that the air transport in-_ 


and unprofitable existence, Mid-. 
Continent points out that the in-| 


plugging BBFTBF, an organiza-_| 
tion named Better Break for the) 


| Lowest Level.” . . 


Advertising Age, July 7, 1947 


The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2815. Five Years of Jewelry 
Tax by States. 


Excise tax receipts by states 
1942-1946, tabu- 
lated in this reprint of material 
published by NJ (National 
Jeweler), give a picture of the 
development of the jewelry in- 
dustry in each state, as well as in 
the nation as a whole. Total col- 
lections in 1946, the figures show, 
were 5% times as large as those 
in 1942. 


No. 2816. Forty-Niners Scratched 
for Nuggets and Got Chicken 
Feed. : 

Station KQW, San Francisco, 

has issued this and two other 
folders, which present the facts 
about the Bay region and KQW’s 
relation to it. One contains a 
coverage map based on BMB 
Study No. 1, March 1946; the sec- 
ond presents the market story as 
told in a series of the station’s 
ads, and the third gives a county 
tabulation of population, radio 
families, sales and net effective 
buying income. 


No. 2800. 1947 Market Facts on 
the Billion Dollar Ohio Select 
List Market. 

John W. Cullen Company, pub- 
lishers’ representative, has issued 
this brochure, which was prepared 
for the 49 newspapers of the Ohio 
Select List. Following a discus- 
sion of the Ohio market and the 
idea behind the Ohio Select List, 
the study tabulates retail sales for 
Ohio cities and Ohio Select List 
circulation and then covers in de- 
tail the markets for each news- 
paper of the group and illustrates 
each with a map of its trade 
area. ‘ 


No. 2808. NYSA Detailed Circu- 
lation Analysis. 


New York Subways Advertis- 
ing Company has issued this 
booklet, which analyzes New York 
subway fares to indicate car card 
coverage. Figures are for the 
calendar year 1946, based on cash 
fares as reported by the Board of 
Transportation of the City of 
New York. They cover IRT, BMT, 
IND, the three rapid transit sys- 
tems, and the Brooklyn-Queens 
surface cars and buses owned and 
operated by the city. 


No. 2772. Syndicated Sunday 
Magazines—An Appraisal. 

“The advertiser or advertising 
agency which refers to advertising 
in syndicated Sunday magazines 
as ‘advertising in Sunday news- 
papers,’ or as ‘advertising in news- 
paper supplements,’ when promot- 
ing this advertising to the sales 
force or trade, is throwing away 
valuable merchandising power 
which has been bought and paid 
for.” This is one of the points 
made in an evaluation of syn- 
dicated Sunday magazines by 
Lionel Moses, vice-president of 
Parade Publication, Inc., which 
he illustrates with a case history 
cited as a typical example. 


No. 2789. The Most for Your $. 
In this folder Boot & Shoe Re- 
corder shows how it stands on 
circulation and renewal percent- 
ages, 1939-1947, analyzes its cov- 
erage of the shoe industry, its ad- 
vertisers in 1946, and rates. 
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AUTOMOTIVE INDUSTRY 
CHAMPLON OF AMERICAN’ 
LIBERTY ANI neneney 


50,000 WATTS 


C. B. S. 


THE GOODWILL STATION, INC., risner srcoc, DETROIT 


G. A. RICHARDS HARRY WISMER 
Pres. Asst. to the Pres. 


MICHIGAN’S GREATEST 
ADVERTISING MEDIUM 


Represented by 
PETRY 


OWEN F. URIDGE 
V. P. ond Gen. Mgr. 
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Dad's Root Beer 
Video Spots Have 
That Conga Beat 


CuIcAGo—Dad’s Root Beer Com- 
pany, whose standard broadcast 
spot announcements to conga 
rhythm have been used longer 
than any other repeat type of 


radio spot, last week began using | 


television commercial1s—also 
stressing the conga rhythm. 

The video commercials for 
Dad’s Old Fashioned root beer, 
first aired on Station WBKB here 


Wednesday, are filmed, minute-| 


and-a-half spots with trick shots 
showing bottles of Dad’s disap- 
pearing, cards being dealt and 
bundles dropping to the conga} 
rhythm. The commercials will be | 
carried three times weekly on. 
video stations in St. Louis, Phila- | 
delphia, Los Angeles and other | 
markets served by the company 
where television broadcasting is 
available. 

The company since late 1940 
has used its “Dad’s Old Fashioned 
Root Beer” repeat spot announce- 
ment. The spots are heard over 
about 70 stations in approximately 
60 key markets where Dad’s is 
distributed. 


Conga Rhythm Altered 


The company will expand its 
distribution soon, as sugar sup- 


plies permit greater production. | 


The product—introduced in 1939 
—is the largest-selling root beer 
nationally and in most of its mar- 
kets is third in sales to Pepsi- 
Cola and Coca-Cola, company 
officials say. 

Much of the expansion in sales 
is attributed to the oft-repeated 
Dad’s commercial. A spokesman 
told AA that the conga rhythm 
was altered, by adding an extra 
“kick” at the end, to fit the name 
of the product when the spot was 
first used, and that in the last 
two or three years nearly all 
renditions of La Conga have in- 
cluded the extra beat. The spot 
for Dad’s was originated by Mal- 
colm-Howard Advertising Agency 


here, which continues to handle 


the account. 

The company uses painted signs, 
car cards in some cities and news- 
papers, as well as spot radio and 
television. Newspapers, till now 


used chiefly to introduce the root 
beer in markets, will be employed 
to a greater extent in the future. 


Majestic to Chapman 


Chapman, Ine., Chicago, has 
been appointed by Majestic, Inc., 
to handle the promotion of Ma- 
jestic record sales via radio. Pres- 
ent plans call for the continuance 
of the “Majestic Musical Cara- 
van” over Station WENR, Chi- 
| cago, 12 midnight to 12:30 a.m., 
| Tuesday through Saturday. 


Gambet Joins Webster 


Adrien Gambet, formerly man- 
ager of the professional service 
department of E. R. Squibb & 
Sons, New York, has joined R. W. 
Webster Advertising of Los An- 
geles. 


Waxman Names Hicks 


Harry Waxman Company, 
maker of Magic Form slips, has 
named Hicks Advertising Agency, 
New York, to handle its advertis- 
ing and publicity. 


Alfred-George Names 2 


Herbert Friedman has been ap- 
pointed account executive and 
Dave Hymes, art and production 
counselor of Alfred-George Asso- 
ciates, New York. 


Combines Sales Units 


The Chicago sales units of Car- 
negie-Illinois Steel Corporation 
have been combined, with Gris- 
wold A. Price, manager of the 
Chicago district sales office, in 
charge. Reporting to Mr. Price 
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will be Edward W. Backes, rail- 
road industries sales manager; 
John H. Morava, manufacturing 
industries sales manager, and 
George O. With, construction in- 
dustries sales manager. 


Receives First License 


The first license for the manu- 
facture of the new, high fidelity 
amplifier circuit’made by Electric 
Sound Engineering Company, Chi- 
cago, has been granted to Univer- 
sal Broadcast Equipment Corpo- 
ration. 
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REACH THE 4 
nective 
HALF 


It’s the active, buying 
half of Cincinnati that 
reads The Post. Number 
of families reached? 57Z! 
Get the facts on this 
profitable market now. 


incinnati 
Post 


CINCINNATI 2, OHIO 


| 


MEN buy - 


REACH 


wt A 5 M a 
eS ai oi 3 aii Ses i ag Be " 
x Sond par ats open an hk ; Fe, the Boi 8) 5 * : Cy amd MES gi ines = 
lia, fl a - . Etat sD eats eae S ‘ uae t: 2 eat est bo sat a nit ee WAC ae He "4 1m Fag 
aes ae: ead) er £ 4 $y ih MS EROIPR Ke : : y at Washi. al pe oS Rae og PRT <P oak * ead . 
Py eae! “tat ee a ; : She Bere ee hs ge 05 a a Bs aN jag ie in & oe idee 35 F lake en oo - : * 2 
er” a Con ERE Re eee 5 ; ei se ee ee BA i s5 3 2s eae anne Re ey ce te yet ee ae : eh OP - ks 7 - 
= : oe Es eee eae : a oan ees | Pg re PE ae ata Be oes i: PRT ite Nas Cat asa. ef ; ; : . 
Px 2 > oe ‘ é * a5 x Fees pe, ae Sp OE ETE SPR Satya Fed: eat a Ve et ial Pee hy ih, Pee Le a the ray : : ed ony tae oe a y 
PE — bs ; af ; ees pclae : k $ ae ae OF eae 3 “ Py te (ivkl rk Semaine Ne Nats ere Roy ? A PRT eigeye hh Seco ; 
a —— 2 ~ aa > bs: r ; 1 a i pe ees 3 Whee setrtiaest deg ee rh gael Ta ee aa A e Se ae 4 3 aed ae ie * Re 
s oe ee 
os a 
5s 
i pe a, ee a 
} 
| es _ [ES 
| 
| he 
ve 
- . 
eS in 
sis t 
- 
: 7” | 
. we te loa ed. ‘ ee eget Borer. hose - 
; v7 epee > Avy : ESS Malta yO ee ae : 
—r re ) : ‘ : Pie we ee ON ee eee Se 
7 a ks ’ = ihe iat Tee oe ee os aur er aa : 
: p45 . : B - ‘, ee, pe see t 
4 : a rr Aig Tete taal ee er. . 
ee ie ell Niles. chon ate Be eS ag eee 
os q - ——— om * eh eee ae x ees 2) mee 
‘ Ree : sf ————— ce ie ¥ pt ; 
ey ae — = ae wee | 
-4 * ee . ie : ee Bae ‘ah ee 
; —— ee ae Pees ; 
5 SS oo az Shots" ‘ se 
; , af ese : i ane 
eee a Se ee gee : 4 
gE BE bce es oe al se ‘oes eS: . < 4 . * 
: y : eee. 1 RR a Ci % : 4 
et eg ee ‘ a Be ee * = x 
— are z 3 tee se Bg was ae F a 
ee j bre Besa sii ae ae 
ats ; a os ee a eng 
en = x se 4 Soa all " Sa > eae 
a : : ae bg £8 i oe E Rea. 
oy F Ae oe ee F — i lad ; 
el cg “ae ae: a3 
; } a, an Gera re [YS 3 cag Ae eae eT , a ae § el Bi Ra, PY ‘ ‘ Be 
= See a a a . be 
ee A aa * - -. +t Bai se 
aie cee sc ae oe eae Me F ; P a ques po ae 4 a 
ee SUE” BER ea SO ae San ge eae et eae! “Te re SE 5s aa se os 
= i, = Pe chek DR AS, pee ae sae eteeeene ~— nets Sih See Me Bee Pe ge RS ‘ 
eis a: Ea ae ae Oe ee Fee | at Sipe 5 re “ eer Say = ce se aes ee co Gee eae ge . 
ais 2 ae ; Me f Rea Hao ae Lyrarere a 5 Sa 2 ee ee Sane 
tow ; pees Pen: os we . ee a — = ue ae SC eas 
asic he BE 4 oes oe i i mee Eee ae MER cas. os mbites Soren a pts TOE Bi SE: eee 
Pi : ee hh te: pu 2 z ae ee agi gle aay a eee te hermes ei est hie Ap aga 
ie, an : Oe ae ae + oue eee aed : as I em e aa 060UlUll ; ah Beats ae Sar ad Seal 
uate er Re ge a i A OA RES, ti aes ¢ Bp eR ' 5 Nara aad aes ae ems se i Ss Sates. Ss ; eons oS erennene e 
_ ay Pe ge ee Bes S oe Sete ie Sik ee Nt Se i Mam ee a & “ar r ‘ NS eae reset fo Vieeas Spi 
cae Pea rn rk ae ene, i eae eer te gO ee ae WS Pe Ree Sa Ce al ae (Sel 9 ee ie a Sie amg = Ses ON eee : 
eae * EE ae ee eae se I i sigh sahs ee oe 4 « a ea weer ae 8 PS Coe ta 
eg 7 ee . a a a a Perc. eyes er ie i aes mee ia pe are they | a air ea Seer as 
BY " FT a a ERR 8 else 7 , Oe | SoS aie Gare oo ae Las Se ae = Re ae iy hears ‘= SERS yh, rae eid tek ois 
ee e cite gers Fe ee ore ea a rn Sethe dee as re i SANT as a (aime ea? * Caen d si eis Se 
Sais ere a eee * Pat eae eS Eri, as a a ie a ae i Ro eae po a et eae re 
or i MEE |S BES ae ae : om — re cr ee ee a ee oo ee 
pie | 1 ES ae ae ee Re ee ee SiS 2 Sihts ao chee oe Pari sige Bay tual - a sia et ny Biss ae ae ae TR es ES Sag 
a cuhientts as Ri ey eed eed $ ee Ce a ae ee 23 eee Bch. a 2 a ea en a crore ge ose Sas ti) 
e rete’ eat ete erty Pec irae « og Ce hy s ie 7 . = w Be Dea ine 2 JR a ee Pa 3 Ree f we Bee sa , eli > ae, - > ure A eee a é Dt” po aa Ae 
ae Rae ee Te esa Ren rT Us ss.) bc ayy, Sea a i a eg) er Te anes ere ears 
Nene | SLE Fal vee z ae ia sf Ge syplte e ae ye ee : 4 a ea —C—— a ee ae ie es cae ne ae eo, ke oki ee 
at hie Bin | Sami ake cr, «tam ene mes I Mae sas! °) a See eh pina ae as ae 5 z . ee ne = 3 ‘ ee dear Se pees aes me : Roi, sg MR ese Perce cee og 
Tek | Sel give era .0 le, ae a aon ose eae ROS eis 2S ie ee eral Soa ee : aay Gea eh ce RO = ape eee ie oe Seer 
ders SOO we ae a ee rs : ey ee 2 a Cees ar, ie pl - : 
SA i ie . A ae ree ono 9 tae [Re eae ,) Pe 0 vig ag wy aera Fe oe = Pe iM ee Pe " z % a Sat 3 hd = Be gl Teg hie ces eS epee te ae 
eae: te a "Sol een ice  ae i ‘ Boy ee eer : ee ee ee : Ag Ns gate oes Il eee eee x ie. are ; 
foe ete cer emcee, | eaters. : Rt), Pe a a cea oe) ie hss ees a re Ove ‘Ge Ce ae ile ee Le eigen. ge ae ‘ A eee 
ant. ‘ae ae Rae Bere yt “See GG ee ok pie icr ee re er Ai ee een = pee ee bak : : Ne Lat ae eer oe oe Me St yaa 
= ad eat ae Heite. 22 geno Reh is eee ob ee eee ete eT eee oe ei . Oe caer a a ee ree j 
—— ror a ae et se ee ae ae Es Pe otein a eae a aa ee ae: : oe s ak aes ae |) eee gee {5 eee, hae ah Bek 
sre. eee ee Re eae z ny tee ee Sean (oda nil eek oe ete ae po Sa ae 7 eh, Pate es Be oe ae ees Ras Be od Pesan: ‘ 
pea: | ren a ee ree es. ee ee ee ae a : Cyt 3 ee hy ead PS: Song Nba ue. ee Res 6 j 
Ee Regie vere > A ae as HS Oe See Smee ie SMe ee Oe oa i 7 Re ve LEE TASS RMN ORT ce 5 Sa i. aie ace ae paheeas 2 a Daa Scars Se 
po siete i eos gk Mug of te oe a fae ee es Sones Fs AL eae at : rok 5 ; KE sOR AS. ds gat Se ee er ee 5 ee ee ee 
« is Ble ee Co ee eae a fen ee, soe - en a an SNe: * Seige as ces Bes OR Re eee b ay A cee ee emg: ave" Fo ey a 
abet : oe a Sg tee ese oe NAS ; a aaa bigs at : ee Tees: 
ae at | ee Bp care o en si ii il Pea el Tn ee eee cate a fap ahh ate i a ; ‘ as pee O" PEE ae 7) ae ae ae lela: Fs, ; ee ee ee 
eis: A Say eae =a Serra ee Pege. (one ER ae Re ee co. 4 ae i Bee es each aes ae “a ee oeee ee ae Bee ete | eae ee Site ee iad 
— a eee aay eae oP ks a ar eae ae) ae eee icine t (1: 2t a im 5 & 4 maces ae Dee a OS asa es eae? PS: | ye eae ee pa eae ce ee ii Re ‘ 
| # eo Seas a) Ke eee $ a eo Poe Be * Pa MM) Se Game | a a eee : gee one es ie: ee it » 
¥ ; ae Pee ee ee a : ; Ft Re Ng ; a ee Bae. eS oa ae ee >) 3) ea 
3 Reto ne my eer SR eae, 2 ae ia aa ae #9°e! be See, eee So coe. pidivets . 
Bere | : iw a See as Oh saa 1 ss ee er ee ee es fe? palace. Sa oa Rte ee 5 eee tine ee 
iat } 2 : : eee ets oS ea : 3M Rg te es ae : ee - hae girs et ee a 
oe ‘ ; Pe, a ae ees ours Le Sere ee ee lai ee ae eee peg AS, 
a as, ~ x ‘ i 6 is Segiieg Sa, ee F ote ee ae, % eh cal ” 
al aia ais g " Sees ee wes ol iat ae So eee eae Dir hi iamt Be - ek See bo ag Sk Se a %, 
ae | fie See = tO ee iia Bi mee je & : : ae Sek: A ee i ae ee a me el 
pS ah TS ee al A eS nl “Tee —" opie : ares ag Fa Se ae 5k ee a j 
: | Re. Sl je aoe RS eae age ee eee a sie a i . -. A : : Ba 3s We 
eo i ae Pe Piso, ae os {Ses a por ra Ree cat aneary ibe di s ay ¥ “gl ) Ee eee ae Sec. See “" 4 Re oer 
oom : <y ene eee se Le oe ’ a see i ee Ss VO Le ns ee gee Pee pg 
he ee at eee ote ee eS ay ee es ee o Oe 2 ee ENA ean a Reig * oars seek ge i Sioa me 
; : sea a ‘i 4 . 5 Se Le 16) sila Tai 4 Gil lua 2 seme rate 
* Bsa ee 1 aa Be vi Ie RR Sti Eee et ore ee 
2 Os 4 _ : aes : Le Oe ee ee x Bg Ue eS: sadist a Th 
| eee i“ ie ome eee: a el ee ae ee eee So ee ee ee Gree 
“ ref Rely s 4 ae ; ; ee) ee rr—SOa on Ba: ae eee Te 
ne os a = 4 spn ; em 4 a a Se ee er Ee 
7 ; ae ei ae ns ites. ae eee 26 Rae Yan ae ae a = es Sinise Ost 
“as ue baie © 3 >sy' Sie . oe ae = oy, Se a CO ne 
5 etd eee ee an - afer me —s ee. Rea : NIRS ao pa Be pe aa Bos ee ee ee Ne Ge Say. 
; ee a Ae ee -. Seve ee ee aoe ay fen i, em ca Be 3, 
oa f 2 ees | Peau iat cae. j Bo Shee Rep leis re Namneie Pg e iad ee pacts Be ho sie ng 
par eo eee oe (ere — Se ee oe — oc: ane 
ie! We OS: Secete ith a ae ce : ‘ | eee one eee < Sea Taare =e 
ee, ~ | Bae co) ae | eae 2G AF ea ab as Mice ee ee AS Se, ' mee by SB aueee “age ee ye 
a te rs \ reglea aN) Beenie 3 Ok Paes oe a eee x peta gas & pee ay eed Bo Fe Se e Be; “hi ae tet 
aa —_—e  ....:.. ina a Pie aero ae ae 7 ~.. Bee op oe Ree 9 he ae kes eee. ee bas ae a i aa 
Pilar ates oe Pie ign eit iM ibaa eee ee Paks “3 Pio es at Se ie So ae ee a me Po 5 
se 2S NR >. POR pee ne Sant re ee ee Ogee dae _ —— a eae eee 
5 : +, i a : PG Pe SON ra aa : ¢ Pe aa Boa 7 eo: ee ae: ees 5 ieee ‘ Brie RE SS 7 ies Be Sipe ae pets 62 sees 
es ee - be eames.” payee ey gg aie aa tN ae a ee. al ae: > Sas ee eS : Be eS ae ee Se ce at a OF 
co ks: Eee ie Sa RATS Oy le ta ar : aeae a  . n Rete Ae es | é fos ae ee Sa ee Ec bane 
sea Ste : he , sh al Ge ier ge a pe eo pe ae ee ea ee eee es Ree Coe OS Eas ote 
ie: a aoe s Sh nee 2 iti RSs Eh) ne fe Se care cee esas: # eck Tee se? post SL oe ‘Sept ara el ye! 
ae i et ene 4 aby a oh ay a ae Wise 4 mor ee Gre ae ee eae oS : d; SR Me oe ree 3 Sas er. a ae Paes oc gate, bee ay ae se es ane 
F aie hae i rn "a eT ee we eg ey tne Re kis ai hig eee ee te eis i eS ae a se a eae megs AS den) 
wile oy ee ie vais ee - ae . eras i foil en prea ma cll : oe ae ; Beers 7 ae mc emees 
a, oe Be are er pe... eset A ear 4) 5. Shale Bs ee an ae BC A oer -_ Se hee g r oa = o illieaae ieee er 
(oer ae Barat dst <a Se ee es! i eva ph Gaul ae : ee aie Se aes en. ae ae a a3 ese : > rE me 
er ee is Fe ype ate eer igh yey tn eae ct oe. : pees s ‘ My 
eas! ee eas ae ae aaa aa oo all “Tue Nala pase ao he: vr Bis 2 rc gees es Se no 
s =i meee eA ¥ = a aie at A ea i ioe : ede 2 Bet br 4c aa fei é ee, cy oe i = tagevice ae ts , 
. | Mk Seti: pe pire Py a oe SAM setae eae % _ ca es tine z Be eh 3 ee a : pi 
; eso ai Be aa ae Sie 4 Slee ene : fa ai 
Ne ae | a ae Rg : See ee ie Me ae Lie," dof 
yes So ae = ee Se rr | i See 
sad Rabe: eet, = eee Sse oe ees Sg ees es Se os ieee te Bi ee on ee ae 
is dees ae Goan eae eee ue Im fe ee Be : = pasted. id Ceeg ee eset es 
ee am Age i ie Ce al a on _ side ia emer g Dewet Pet ee i eae “d ae Gee eee ee IESE = sake ec ui i a 
rN | Aa } eet ee eat). = Uae Regs aa a lear ee a) oe oe ERG SS ae as ee aes AOE els 7 ae 
foe ears 7 oe es ne a aero a ate ie me, ae oe Le Bs eee ae ie ened Lia, aa rr 
| ae SE ! a ee Sees eee ee oie oe Bia se cS .. . Sl eae : Pe 2m Bee oe ee Pas ~“e 
| i ae eee Cn on A ne eer : = ‘ns 3 a a r ee). ee é ee eee gaan ts 7 ee ey Se Me ee 
‘ mee te: : i s et ae Cee ; a eee. as : : a ae et aS eer ce ae e Sas eee ee 
ae ee 2 hse Se = 2 BR eee : TR eages  e Saal Ms Ot 
; = ass ae i jo = eo ee eure ate?) eee : eae e A = a Bice eae 
o d | ' hae ae ‘ a) a Pte Sielanes ceRe Sari, ake, a? — a x Se : ae 4 ie 4 Ay ws ne ae ee 
ie ki | Pe ee f ; os Pos ete oe. : > : aes 2 : as ai ras oe F 
i ve a (ial ae his . ego aibe. as, ae : : ee ae a ; ca ‘i - Pe hase 
so | arti. 2 Woah © tee a aa : : ? aati ae. : ae ig : i ; es a : Se a : 
aah | aS sd Saememere eae vk. ie ke ge en Me ee emo F Seer es Be as ; a ae be ee gee iste 
Wi | Bowe Psa oe Ae Non AL ee gc Oe ae a an ache ee : ; f ete 3 ee Be ahr 
z ‘ | we Ey ia Ms x Se dei nay es eae . meee ee ge : ; Be i" <a 
(Eee ae ee _ Ae la ees PU ines aes : eer Ce 1) aaah Ml : “e Os See i e a wh Ge ; 
see | oe a ow : a ee ire) et eee = fe i aad Cae eee ee es Pie g he, i ig a oe: ‘ye . 
aT } j ‘i ar ak 3 ‘ ; eo eel eee DS) 2 ee al Siete a aes : . : a ag LZ Boss x 
ae 2 | ee —_ pod es: ee 0 ae ae eM <a ae sy - & & ; Oe 
Fm ed 2 Rica <> Fo, et Pe eh Se ee ee Bos gee iz ieee o aa . ee > gel Ee ey 
a3 2 | eno i = Ae ia a. we ee ee Oe cee oe) ee ‘ Si. ati Pa ek io calis a 
hal | pai a 7) sa oo Gere ge, et Le Re a eee sshie( ae : et, aim i. OR io = 3 i pore Cee eee : ae 4 ape E: be ee a 
ie J a | ee Re ce. ae eee poe! ines sgn Se Ree oe a ¥ Dae s ee § sale 2 ae ae, isn a ee eee nye Ree Ai Maida teat sae ee 
a [ = = | RoR a dee ee: = eae to eee pe a a “ae * = a es Ye ore pee ) | an see ce eens bee Piety i a ee Some i lll es 
ig } os aoe «ee IERIE! Se a, eae 2 cam aa ea re eee eset ie pe eames he. eer eae 
hare is +t ,) | oe. hes So ee ion in: eee oe oe ion as ey ee a ie Py ae Pc vent Bit ae ears ees Spi Bs le if ae Bs : 
ae ; oe Re ee cae re eee i eet aetna, eae es t—(“ it ee eg ode ee ee 
dod ( aia NC en mes ae ae oo Te ae eee A ae ee hea : (oe , eae 
= char Ce eae nie . he Nea ce i ane a a Sates See eee og ie ee a ee ere Si P eg aid 
; , | Sip Mpg) Upewe 0 aise, : agi aoe eee so. 5s iat ets ee ee ee ee EEE é ee ee ace jai 
i ~ | tee ek AAS ae wen ‘ Bow oll ae rn aaa: inte. a a Batis eae rated Satan igh = wes Spee a a ee 
/ 7 73 ; | ae ea ae coe ty 08 See ane ORs ee ae a a Berg BM tn ee wet - contin on a 
ATR ‘ : UN eed Cia ee = Bie 
. | : Pe Mate aoe eae Si pone ane ‘Sagi i Sei et is «ag a ee ea #e ee eo ee 
' \ ANN w\ ' ) } + \Y ea pe i ct oes ae ae : eet Sh Ne ie Bi ales tol eae hg 5 oe es: 
ist “WN . | wy, it | ‘ cee it Ke Pe a a Ge 5 ae oy aia? oe ea 
N Wa i, x | ee ie pn i nee cages Yih ? Be, eee 
; . a). Wir es E ae 
Bt a | WW, -_ 5 rd bone 
a pers — i | pote : ‘ 
. ‘ y ye ; 
; His Gs it 4 
en ae ; ‘_ 
i | is tc oO 4 Be 
| | a nythin ’ 
| | g 
: | : Po 4 
a , 
j 2 
: a 
The : 
wept? ’ fa sy 5 
e- a _ me ys a i 
" : st | ok eon PS tae : 7 
, 3 ; ay sa doay OEE ay 
‘ iS Ae A | mien od a F, a 
a . ; 
2 d 
ie 
= 
- ' . ¥ * ‘ 
5 Yk : : e. ’ ee “ eee : 
v ‘ ’ y ” 


Advertising Age, July 7, 1947 


Syracuse Adman 
Suggests Meeting 


of Small Business 


SyracusE—Charles H. Kaletzki, 
head of Charles H. Kaletzki Ad- 
vertising Agency here, has asked 
President Truman to call a meet- 
ing of small business men in Wash- 
ington next February. 

Mr. Kaletzki in a letter to the 
President pointed out that there is 


a “nationwide consciousness of the 
part of small business in the func- 
tion of our economy,” and offered 
to aid in planning the meeting. 
He recommends “calling together 
not more than 1,000 representatives 
of small business, for a meeting in 
Washington, on the 10th anni- 
versary of the first small business 
meeting, in February, 1948.” A 
similar meeting in Washington 10 
years ago, he explained, had been 
thought “chaotic” but had shown 
“sreat strength.” “There is time 


in the next six months to do all 
the planning; the issues can be 
clarified, and an agenda devel- 
oped,” Mr. Kaletzki suggested in 
his letter. 


Offers Radio Scripts 


Propper-McCallum Hosiery 
Company, New York, is offering 
free radio scripts to all accounts 
having time on the air. The scripts 
explain the fashion possibilities 
of the new color line in the com- 
pany’s hosiery. 


Barber Joins Spier 


Rowland O. Barber has joined 
the creative staff of Franklin 
Spier, New York book advertis- 
ing agency. He previously was 
a free-lance newspaper, magazine 
and radio writer and director. 


Names Campbell Editor 


Victor E. Campbell, formerly 
sales manager of the Abingdon- 
Cokesbury Press, has joined Book 
Merchandising, New York, as edi- 
tor. 


<seime  Ahliaeagn Ye 


alert, inquisitive, idea-hungry “P.M. MINDS”. . . minds that read ads 
deliberately and consciously respond. Readership surveys now show 
more than 3.7 MILLION of these extra-receptive “P.M. MINDS” — 


a big and lively market for any man-bought product you can name. 


« 


‘No matter how convincing your copy is, or how attractive your art, indifferent minds 
‘won’t get your message. They are wasted circulation. They. cost money, but they don’t 
produce. For profitable results, the minds to reach are those which are habitually interested 
in things . . . always receptive to new facts, new ideas, new reasons to buy products. There 
is a sprinkling of them among the readers of any publication, but you can reach far more 


per advertising dollar in a magazine editorially designed to attract this type of mind.” 


—GEORGE H. HARTMAN 
GEORGE H. HARTMAN CO. 


Prime example of that kind of medium is Popular Mechanics. Every 


month this fact-filled magazine delivers a concentrated audience of 
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HOSPITAL 
MANAGEMENT 
magazine 
has the 
highest 

net paid 
hospital 
circulation 
ever 
reached 

by any 
publication. 


Moreover, 
74 per cent 
of all 
hospital 


superintendents 


subscribing 
regularly 
route their 
copy to 
their 
department 
heads. 


{ For Detailed 
Reference Data 


THE MARKET 
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P Changes Closing Dates 
: La Patrie, Montreal, has et 


Wire Music Tames 
nounced the following new closing ‘Sava e’ Ad men 
oe: R... — in sp cat of | g 

ublication da or color gravure | 
‘ “ the rotogravure ain and | Too, Agency Finds 
3 four weeks for monotone; four| Los ANGELES—It looks like 
weeks in advance for comic sec- | wired music is here to stay—in 
tion, and four weeks in advance | the offices of C. B. Juneau, Inc., 
for color ads and three weeks for | [os Angeles advertising agency. 
black-and-white in the magazine | That type of entertainment is 
section. | no novelty, of course, in many 
restaurants and industrial plants. 
‘ But Raymond B. Gage, president 

of the Juneau agency, figured it 
might be useful, too, in inter- 
office diversion of such personnel 
as receptionists and bookkeepers, 
|copywriters and artists. 

About two months ago he con- 
tracted with Telesonic Music Cor- 
poration to install wired music in 
the agency’s enlarged offices at 
2412 W. 7th St. He believes it 
is the first agency in the field to 
use Telesonic music. 

The two months’ test convinced 
Mr. Gage that music sidetracks 
some of the distractions that beset 
such highly temperamental work- 


TURN TO PAGE 44 


ers as copywriters and artists; and 
the one-time 4 o’clock “sag” in 
the accounting department and 
reception office is conspicuous by 
its absence. Publishers’ represen- 
tatives and engraving and print- 
ing salesmen find waiting in the 
Juneau reception room far more 
pleasant—and with time and 
space still at a premium in many 
media, the agency figures that’s 
important, too. 


‘Sun’ Shifts Stevens 


Richard Stevens, Chicago and 
midwest sales representative of 
the Chicago Sun’s “Book Week,” 
weekly literary supplement, has 
been appointed eastern represent- 
ative of “Book Week,” with offices 
in New York, effective J uly 21. 
He succeeds Laurence Hasbrouck, 
resigned. 


Biow Names Linder V.P. 


Ralph F. Linder, formerly vice- 
president of Kenyon & Eckhardt, 
has been named vice-president of 
the grocery products division of 
Biow Company, New York. 


. service ind. 
your te by 


-\ scribing the Automotive 
a \ Service Market in detail. 


100,000 Paid Circulation 


Write for free booklet de- 


The Largest Paid 
Circulation in the Auto- 
motive Industry 


WaASHINGTON—Department store 
sales in the U. S. for the third 
veek of June were only 3% ahead 
of sales the same week last year, 
he Federal Reserve Board re- 
| .orts. 
| Compared with a year ago, sales 
| n the first three months were up 
4%, in April were up 5%, 
fay were up 12% and in the first 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


< 


Week to June 21, ’47* p255 
Week to June 14, ’47* .300 
Week to June 7, ’47*. .293 
Week to June 22, °46* .248 
Week to June 15, °46* .283 


*Not adjusted seasonally. 
pPreliminary. 


two weeks of June were up 6 or 
7%. Compared with the previous 
week, sales were off 15% for the 
week ending June 21, falling to 
255 on the index based on aver- 


age dollar volume from 1935 

through 1939. ; 
Best showings for the latest 

week were a 12% gain in the 


Philadelphia (third) district and 
14%. gains in Baltimore, Detroit 
and Wichita. Poorest showing was 
a sales decrease from last year of 
25% in St. Louis, largely the re- 
sult of a transit strike there. The 
St. Louis (eighth) reserve district 
had a 15% loss. 

Yr.-to-Yr. %o Change 

Week Ending 


June June June 
district and city 7 14 21 


Federal Reserve 


‘ 
UNITED STATES... 7 6 3 
Boston District.... 7 8 8 
New Haven ....—1 6 6 
CO er er 9 12 9 
Springfield ..... 3 0 4 
Providence ..... 4 3 9 
New York District r4 7 5 
Oy ee r—5h 2 —2 
J are 11 15 13 
New Yorm ...... 4 6 6 
Rochester ...... 10 9 2 
a 12 13 3 
Philadelphia Dist.. r9 7 12 
Philadelphia .... r9% 6 10 
Cleveland District. 7 8 2 
RD 64.60565 85% 0 5 2 
Cimeinnati ....<. 12 s —3 
Cleveland ...... 5 12 7 
COIUMBOUS ..,.... 3 10 —5 
TR" bc %4:0.0-5.00 4 10 5 
Pittsburgh ..... 8 3 2 


Federal Reserve Figures on Department Store Sales 


Richmond District. 0 1 7 
Washington .... 3 2 4 
Baltimore ...... —3 ] 14 

Atlanta District... 7 4 —4 
Birmingham ... 19 9 ° 
WNL |g Speak as 13 12 8 
MRIGRER. oes cas —1 r—l —1l12 
New Orleans .... 5 9 1 
Nashville ....... 7 2 —11 

Chicago District... 14 10 6 
CRIGEBO ..0ccass 16 9 4 
Indianapolis .... 7 6 —6 
a 11 14 14 
Milwaukee ..... 16 7 3 

St. Louis District... 8 1 —15 
Little Rock ..... 3 1 —12 
Louisville ...... 16 10 —2 
a ae 6 —5 —25 
pe 8 5 4 

Minneapolis Dist... * ¢ . 
Minneapolis * “ ? 
oS are a ¢ 
Duluth-Superior. * * ° 

Kansas City Dist.. 9 6 4 
SEE js:s av eaee 17 6 2 
Va 6 —4 14 
Kansas City .... 16 9 8 
St. JOSepR . osc. * 1 -1] 
Oklahoma City.. 6. -1 —2 
tN Se 10 4 —2 

Dallas District .... 7 1 —3 
ee ee 1 4 7 
Fort Worth .... 8 6 2 
po rr 12 4 0 
San Antonio .... 9 5 1 

San Franeisco Dist. 0 2 2 
Los Angeles Area—4 2 4 
OCOMIBBS .cckecs 0 —12 —t 
San Francisco. ..—3 4 4 
POTUane 666.4655 16 0 1] 
Salt Lake City.. 1 —l 3 
FREE 6 Si art'arecas 4 —§ ) 


r—Revised. 
*—-Data not available. 


Hughes Award Revived 
for Local Utility Drives 


The annual George A. Hughes 
award for electric utilities making 
outstanding educational gains in 
appliance uses will again be given 
after a five-year wartime inter- 
ruption. Eight prizes _ totaling 
$2,000 in cash, a silver trophy, 
and eight plaques will go to elec- 
tric companies for local advertis- 
ing campaigns, school home eco- 
nomics department programs and 
market cultivation among archi- 
tects and builders. 

Presentation of the awards will 
be made at the 1948 annual com- 
mercial section sales convention 
of the Edison Electric Institute, 
sponsor of the award, in Chicago 
next April. 


G-E Appoints Stortz 

Frank A. Stortz Jr., heating ap- 
pliance sales representative in 
San Francisco, has been appointed 
sales manager of the fan division 


of General Electric Company, 
Bridgeport, Conn. 


COLLINS MILLER & 
HUTCHINGS 


Jue by 


207 N. MICHIGAN AVE. CHICAGO 
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Drama Goes Up; 
Comedians Down 
on Hooperatings 


NEw YorkK—Drama has bested 
comedy on the Hooperatings for 
the second consecutive time, with 
the Lux Radio Theater (16.7) and 
the Lady Esther Screen Guild 
Players (16) topping the list on 
the last report of C. E. Hooper, 
Ine. 

Several network sponsored 
shows—including those of three 
top comedians, Jack Benny, Bob 
Hope and George Burns—already 
were on summer vacation when 
these ratings were taken. 

The May 30 leaders, both CBS 
broadcasts, sponsored -by Lever 
Bros. Company and the Lady 
Esther Sales Company, respec- 
tively, placed first on the last list 
with ratings of 23.4 and 19.6. 

Bristol-Myers’ “District Attor- 
ney”—heard at 9:30 p.m. Wednes- 
day over NBC—moved up from 
eighth (13.8) place to third with 
a rating of 14.2. Walter Winchell, 
whose Sunday night ABC com- 
mentaries are paid for by the 
Andrew Jergens Company, is next 
in line with a score of 14. He 
was sixth on the May 15th list 
at 15.3. 

Fibber McGee and Molly (S. C. 
Johnson & Son) and Bing Crosby 
(Philco Corporation) checked out 
for the summer with identical 
ratings of 13.6. For the McGees, 
this represents a 12.7 downward 
plunge over a period of a month. 

Others in the top 15: 

Duffy’s Tavern 
Fred Allen 
Hit Parade 
Fat Man 
ts. 22 6 ae ere ra ee 
FBI in Peace and War.. 
Ce SOR BOO WHIT, oo ccs cawces 


Take It Or Leave It...... ver 
Life of Riley....... 


More people listened to Presi- 
dent Truman’s labor veto speech 
(10 p.m. Friday, June 20) than 
any other broadcast in the period. 
This was aired over the four 
major networks. Sets-in-use for 
that segment: 35.7. 

Radios also were turned on in 
extensive numbers in American 
homes on Monday night, June 16. 
Sets-in-use figure for the 9:45-10 
segment was 30.6, with 30.1 for 
the 10:15-10:30 slot. 


LUX RADIO THEATER 
TOPS PULSE REPORT 

New Yorx—Lux Radio Theater 
(26.9) was the listeners’ favorite 
program in four principal U. S. 
cities during the past two months, 
according to Pulse, Inc., which 
now measures radio audiences in 
Philadelphia, Boston, Chicago and 
New York. 

Bob Hope (23.1) and Fred Allen 
(20.7) were runners-up, with 
Fibber McGee and Molly (19.9) 
and the Lady Esther Screen Guild 


ey 


C ROSS COUNTRY 


e@ CONCENTRATED COVERAGE 
in the SOUTHWEST. 

e@ REACHES OVER 1/3 of the 
AIRPORTS in the UNITED STATES 


Aviation Newspaper 
devoted to private flying 
MBiISHER LUBBOCK. TEXAS 


(19.7) next in line. 

Leader on the daytime list was 
Kate Smith (8.4), who, when the 
study was taken, still was speak- 
ing for General Foods Corpora- 
tion via CBS. 

The other nighttime leaders: 


ars Se rane 18.8 
BGr.- District Attarmers . ..< 6.560 6's 18.1 
ge ie sage ee er 16 
Walter Winchell ...... ices Meee 15.9 
TREO: BERGE <i backer vieec0 win 15.5 
Two CBS soapers, American 


Home Products Corporation’s 
“Helen Trent” and Lever Bros.’ 


“Aunt Jenny,” were second (8) 
and third (7.9) on the daytime 
list. 

The others: 


eR SN See eee er 
Big Sister 
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SN, a. 3 5% 4 oo .aiab.ceyh Pi, it 
We Bs, SENN s 8.5 i oe teed : A 
A RE Ore oe 6. 
Young Widder Brown............ 6. 

6. 
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Research Group Elects 


The Market Research Council 
has elected Cornelius Du Bois, di- 


rector of research of Life, presi- 
dent. Other officers elected are: 
Vice-president, Elmo C. Wilson, 
director of research of CBS, and 
secretary-treasurer, Dr. Virgil D. 
Reed, associate director of re- 
search of J. Walter Thompson 
Company. 


RCA Names Boothe 


L. W. Boothe has been ap- 
pointed sales manager of the 
household appliance division of 
Pst Victor Company Ltd., Mon- 
real. 
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ane ca 
eee Ges FASE Pocket Size (3x5) Each 35¢ 
eet 3 for $1.00— $3.50 Doz. Postage Prepaid 
A time saver for Layout and Composition work 
ACCURATE + TRANSPARENT - NOT AF- 
FECTED BY TEMPERATURE CHANGES 


CARBOGRAPHIC STUDIOS 
800 N. CLARK ST. SUPERIOR 4840 CHICAGO 10, ILL 


How can we plan best to meet our customers’ 
paper requirements now and in the future? 
To have the answers to questions like these, 
International Paper Company “‘keeps an ear 
to the ground.” 

You can see the results of this policy 
throughout our entire organization. It helps 
our woodsmen; it stimulates our laboratory 
technicians; enables our mills to schedule 
paper machines sufficiently far in advance; 
guides our sales staff and distributors in de- 
livery and transporting. 


KEEPING AN EAR TO THE GROUND 


It is International’s way of keeping abreast 
of present and future requirements—with due 
attention to quality at all times. International 
Paper Company, 220 E. 42nd St., N.Y. 17,N.Y. 
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Armstrong Cork 
Drive Features 


Cutaway Views 
(Picture on Page 55) 

LANCASTER, Pa. — Armstrong 
Cork Company last week launched 
a magazine campaign on the im- 
portance of industrial insulation 
in business and industry. All ads 
will feature cutaway views show- 
ing various uses of insulation ma- 
terials. 

The opening ad, in The Satur- 
day Evening Post, July 5, features 
a cutaway view of a hotel, show- 
ing how and where insulation 
plays various “taken for granted” 
parts in insuring convenience and 
comfort of guests. 

The Post and other ads will be 
four-color pages. Other ads will 
show views of a frozen food 
locker plant, an oil refinery, a 
steamship, a dairy plant and other 
buildings. 

As part of the campaign for the 
building materials division, 21x22- 
inch enlargements of the cutaway 
views will be offered free to read- 
ers, and will be sent to engineer- 
ing colleges. 

Batten, Barton, Durstine & Os- 
born, New York, handles the 
account. 


Council Issues Report 

The Advertising Council, New 
York, has published its fifth an- 
nual report, entitled ‘Business 
Steps Up Its Candle Power.” Busi- 
ness is donating annually $100,- 
000,000 worth of advertising space 
and time to focus public attention 
on public problems through the 
council, the report states, and 
during its fifth year, the organiza- 
tion assisted 65 government and 
private social welfare programs. 
Important campaigns in the com- 
ing year will include Our Ameri- 
can Heritage, American Economic 
System, Crisis in Our Schools, 
World Trade, Tuberculosis Con- 
trol, Forest Fire Prevention, 
Atomic Energy, and Student 
Nurse Recruitment. 


Sprague Appoints Adams 

William McMillan Adams has 
been appointed head of export ac- 
tivities of the Sprague Electric 
Company, North Adams, Mass., 


maker of component parts for 
radio and television. 
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Adds Beman, Iwasko 


Lewis T. Beman, formerly with 
Buchen Company, Chicago, and 
Fritz Iwasko have joined the sales 
staff in Chicago and Los Angeles, 
respectively, of Williams, Law- 
rence & Cresmer Company. 


Gets Date Account 


Valerie Jean Dates, Thermal, 
Cal., date gift packaging firm, has 
appointed Makelim Associates, 
Chicago, to launch a national 
campaign for its products. 


Grawoig Names Doner 

I. G. Grawoig & Associates, 
management consultant, has 
named W. B. Doner & Co., 'Chi- 


cago, to handle its advertising. 
Financial sections of metropolitan 
newspapers and direct mail will 
be used. 


Canadian Group to Meet 

The Association of Canadian 
Advertisers will hold its 33rd an- 
nual convention at the Royal 
York Hotel, Toronto, Oct. 29-31. 


CCNY Library 
Will Catalog 
AMA Awards 


New YorK—The business ex- 
tension division of the College of 
the City of New York will serve 
as the official reference depository 
for all entries and winners of 
American Marketing Leadership 
Awards, according to an offer ex- 
tended by the college and ac- 
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cepted by the New York chapter 
of the association. 

This move, AMA believes, will 
make available details of more 
than 75 of the major contributions 
of 1945-1946 to “advancing the 
science of marketing.” Before 
establishment of the Leadership 
Awards by the association here, 
there was no method of recogniz- 
ing unique leadership in market- 
ing, or of making available to the 
entire field of distribution all the 
new techniques which contributed 
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to this leadership. 

City College will make avail- 
able to any interested individual 
at one of its centers (23rd St. and 
Lexington Ave. or at Midtown 
Center, 430 W. 50th St.) all en- 
tries and exhibits for the national 
awards, and will make arrange- 
ments for them to be withdrawn 
for use in any educational insti- 
tutions, associations, business 
firms, or by other organizations 
and individuals, with a nominal 
charge for mailing and shipping. 


Further, the college will pro- 
mote the list of award entries and 
winners through regular educa- 
tional channels throughout the 
U. S., and will put them to gen- 
eral use in the marketing, adver- 
tising, retailing and other educa- 
tional divisions covering instruc- 
tion in the respective fields. 


Goldman Names Gross 
H. M. Gross Company, Chicago, 

has been appointed to direct the 

advertising of the Mary T. Gold- 


man division (hair coloring prep- 
aration) of Monroe Chemical 
Company, Quincy, Ill. Magazines, 
newspapers and radio will be 
used. 


Adopts New Label 


Red & White Corporation, Chi- 
cago, has adopted a new brand 
name, Sun Spun. The label will 
be used throughout the United 
States for Red & White’s second 
line of merchandise, with Red & 
White brand continuing to be the 
top private label of the company. 


In the near future, the new label 
may be used by the sister organi- 
zation in Canada. 


Whitlock Joins GF 

Allen M. Whitlock, formerly an 
account executive of Kastor, Far- 
rell, Chesley & Clifford, New 
York, has joined General Foods 
Corporation, New York, as asso- 
ciate advertising manager for Sa- 
tina and La France laundry 
products, as well as Log Cabin 
yg and Calumet baking pow- 
er. 


of a Century Ago 


Cee Stl Nabing debs Seday 


One hundred years ago the initiative of some gentlemen named Smith 


resulted in the investment of their venture money in the business of 
making cough drops. 


Today the one hundredth anniversary of their initiative is being cele- 
brated in Poughkeepsie, New York—and their venture dollars are still 
carrying on. 


During these hundred years, thousands upon thousands of men and 
women have had steady jobs as part of this great undertaking .. . 
millions upon millions of coughs have been soothed into silence in their 
incipient stages . .. a great city and its people have benefited through 
the business acumen and philanthropy of the Smith firm and family... 
and the small business of "Trade" and "Mark" Smith has grown into a 


tremendous institution. 
Could this happen today under present restrictions? 


We, at Chilton, hope that the day will soon return when once again 
venture money will have a better opportunity to create more and 
more jobs. 


CHILTON COMPANY, (Inc.) 


CHESTNUT and 5éth STS. 100 EAST 42nd STREET 


PHILADELPHIA 39, PA. e NEW YORK 17, N. Y. 


CHILTON 


OPTICAL JOURNAL AND REVIEW OF OPTOMETRY «+ THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE INDUSTRIES 
IN ACTION ¢ THE SPECTATOR PROPERTY INSURANCE REVIEW © DISTRIBUTION AGE 


123,000 PEOPLE 
LIVE WITHIN 
10 MILES OF 
DOWNTOWN | 
GREENVILLE 


GREENVILLE’S official popu- 
lation of 34,734 is misleading 
because its city limits, estab- 
lished in 1865, have never been 
extended beyond a 1% mile 


radius. 


YET— 

Greenville Retail Sales are 
higher than many cities of 
100,000 people — $65,087,000 
in 1946. 


YOUR TOP MARKET IN 
SOUTH CAROLINA 
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20 
Whittaker Advanced 


Street & Smith Publications, 
New York, has promoted Ralph 
Whittaker Jr., from the sales staff 


Halt Inflation 


ef Charm to assistant ‘°C W.| Now, Truman Urged 


publishing company. 


J. B. LIPPINCOTT 
COMPANY 


uses 


a 


REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 11 


by ‘Bitter-Enders’ 


Economists Offer 
New Plan to Avoid 
Future Depression 


WASHINGTON—One year after the 
wartime price control law was per- 
mitted to lapse, government econ- 
omists still avidly debate a point 
which they will never settle— 
“Was this inflation necessary?” 

It has been a whopper of an in- 
flation, too, since decontrol was 
tested last summer, and Officially 
authorized in November. Excepi 
for industrials, prices soared above 
1920 peaks, cancelling a remark- 
ably good wartime price control 


bas 
a eae 
Siete 


record. 

Wholesale prices, for example, 
now at 260% of prewar, gained 
as much between May and Novem- 
ber, 1946, as in three years, 1917- 
1920. Retail food and clothing are 
up 75 to 100%, mostly in the last 
year; durables are up 50%. Indus- 
trials—up 65%, 30% of it in the 
past year—alone are below their 
World War I peaks. 


Controls Still Defended 


Among the economists, there are 
many bitter-enders, lamenting that 
the price line might have been held 
—if rigid wage and price controls, 
materials allocations, permits and 
the excess profits tax had been re- 
tained. 

Then there are the ‘“down-to- 
earth realists” snapping back that 
controls had been so badly under- 
mined by June, 1946, that infla- 
tion was inevitable, and that part- 
time controls would merely have 
postponed the reckoning. 

The “up and down theory’’—let 
prices go, and production will soon 


bring them down—is out of style. 
Imponderables, such as foreign re- 
lief, high wages and other inflated 
fixed costs, intervened to delay 
the “down stroke.” 
“Administrator X,” an authori- 
tative bitter-ender who had a lot 
to do with the tax veto, still pro- 
tests that production a year ago 
was unable to dent the huge 
backlog of consumer and indus- 
trial demand, let alone almost un- 
limited foreign requirements. 


Hits ‘Taft and His Crowd’ 


He is arguing that “the coun- 
try is taking the consequences be- 
cause Taft and his crowd blissfully 
assumed that you could permit a 
normal free enterprise system to 
operate unhampered in a period 
of abnormal demand and inade- 
quate supply.” 

When the country deliberately 
chose inflation over regimentation 
a year ago, “Administrator X” 
and his friends marked time. Re- 
cently they have been back in 


favor at the White House, with 


"By the way -- thanks 
your fine cooperation on the Del 
Monte campaign." 


Says A. F. Backer, of Backer & Green, Manufacturers' Representatives, 


T like the ITEM because . . 


"It's a paper with a fighting heart--a driving 
force in New Orleans' rapid growth. I like it 
also because of your clean-cut news reporting. 


"As for advertising effectiveness, we are al- 
ways enthusiastic about results we get from 
campaigns run in the Item by our principals. 
We find that retailers cooperate wholeheart- 
edly on any Item-sponsored promotion. 


again for 


A. F. BACKER 
Backer & Green 


Reader Acceptance: Largest evening circulation in Louisiana (92% 
concentrated in the New Orleans market--growing steadily) 


Advertising Acceptance: Nearly 12,000,000 lines carried in 1946. 


Your 
New Selling Force 


Z 


in New 


SAWYER-FERGUSON-WALKER CoO., 


Orleans 


NATIONAL REPRESENTATIVES \ 


NEW ORLEANS 


RALPH NICHOLSON, PRESIDENT AND PUBLISHER 
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complete blueprints for getting 
the economy back on a stable 
basis. 

They are proceeding on the 
premise that the inflation spiral 
has gone far enough. With whole- 
sale prices and the consumer index 
well above 1920 peaks, they are 
telling the President that we had 
better have a recession now than 
to let existing price maladjust- 
ments go on. — 

As they see it, the price spiral 
may be at its peak, unless pro- 
longed by further wage demands, 
excessive credit, or by govern- 
ment deficit spending. 


Would Slash Public Debt 


High taxes, with a view toward 
a $5 to $7 billion Treasury sur- 
plus, fit into their plans for siz- 
able payments on the public debt 
by means of reducing the ‘amount 
of “hot” money and credit feed- 
ing the inflation fires. 

They are not interested in a 
“token” surplus, such &s the rec- 
ord $1% billion in Secretary Sny- 
der’s hands on June 30. Economize, 
pay, reduce the amount of money 
in circulation, they say. 

Moreover, they hope—desper- 
ately—for a miracle to save 
consumer credit restrictions. Their 
position is that consumer, credit 
will keep prices high, and ‘“mort- 
gage” future income that might 
come in handy at the time of-some 
future depression. 

Of particular concern is the in- 
flation in mortgage credit. “Ad- 
ministrator X” fears that many 
people, particularly veterans, are 
already saddled with long-term in- 
stalment charges which they will 
not be able to meet when deflation 
sets in. 


Oppose Knutson Tax Bill 


His staff opposes the Knutson 
tax bill in any event. Their tax 
formula, in mothballs for the pres- 
ent, calls for action to boost con- 
sumer purchasing power when a 
defiation sets in. Knutson, they 
say, gives too much relief to the 
top bracket people, whose extra 
funds go for investment purposes. 

They claim there is no shortage 
of investment money—now or in 
periods of deflation—and that the 
tax relief, when it comes, must 
be designed to help people buy 
goods that are on _ merchants’ 
shelves. 

To that end, they support re- 
lief based on Nlarger family ex- 
emptions, and possibly on a lower 
rate for earned income. This pref- 
erential treatment of earned in- 
come is seen as an incentive to sal- 
aried people, particularly those in 
the $5,000 to $15,000 brackets, who 
have little investment capital, but 
who “do the real productive work.” 


Long-Term Prosperity 


In pressing for a price show- 
down now, economists claim that 
an immediate recession would be 
quickly recouped because of re- 
maining wartime demand, and that 
we would almost certainly move 
rapidly ahead to a long-term peri- 
od of prosperity. 

They fear that further delay 
would be disastrous in the long 
run. While a backlog of savings 
and unused credit would overcome 
a recession, heavy expenditures for 
capital goods and durables at pres- 
ent prices would use up these 
liquid assets, and set the stage for 
a real depression. 

While they see signs that the 
price adjustment is setting in, they 
confess that the inflation is sus- 
tained at least in part because poli- 
ticians, business men and econom- 
ists all “underestimated the power 
of women.” Their demands have 
not been satisfied though produc- 
tion of goods and services is a 
third to a half greater than pre- 
war. 


Farm Prices Chief Concern 
Currently, they believe the gen- 
eral upward price spiral has 
stopped. Sharp movements up- 


ward and downward of individual 
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SOMETHING FOR THE BOYS!—Wil- 
liam H. Howard, vice-president and 
publicity director of R. H. Macy & 
Co., New York (left), and William S. 
McLean, director of advertising and 
public relations of the Fisher Body di- 
vision of General Motors, inspect one 
of the model cars submitted by boys 
from 2! eastern states for judging in 
the 1947 Fisher Body Craftsman's 
Guild competition. 


items, now under way, may be part 
of the “recession.” While the gen- 
eral price level may now drop in 
the immediate future, they are 
confident that maladjustment rela- 
tionships will be corrected. 

Their greatest fear is over agri- 
cultural prices, which, because oi 
world demand, have outdistanced 
all others. When they fall, econ- 
omists say, the change ‘will seep 
through the whole economy. 

Why do they sense that the 
period of adjustment is at hand— 
barring new credit and wage in- 
flation? They point to consumer 
savings, now shrunken close to 
prewar proportions, and to mount- 
ing industrial as well as individ- 
ual consumer price resistance. 

When will it be time for tax 
relief? ‘‘When prices have shaken 
down; when investment slackens, 
and when consumer! demand is 
sufficient to take off the market 
what can be produced by high 
level employment.” 

That’s what influential advisers 
are telling President Truman. 


2 Name Melamed-Hobbs 


The Chicago office of Melamed- 
Hobbs has been appointed to 
handle the introduction of the 
new frozen food dispenser of 
Frez-O-Mat Corporation, Chicago. 
Grocery trade publications sup- 
plemented by direct mail and 
sales promotion material will be 
used. Feldco Loose Leaf Corpo- 
ration, Chicago, also has named 
the agency to handle its advertis- 
ing, effective Aug. 1. Business 
papers and direct mail will be 
used. 


Changes to a Daily 


Lake County News - Herald, 
Willoughby, O., has changed from 
a tri-weekly to a daily publica- 
tion. Local news will continue 
to be featured, with the bulk of 
wire service news presented in 
digest form under the heading 
“Busy Readers News Digest.” 


MAIL 
PROMOTION 


Build 


AFA Plans ‘48 Meeting 


The Advertising Federation of 
America will hold its 44th annual 
convention at Hotel Netherland 
Plaza, Cincinnati, June 13-16, 
1948, inclusive. The federation 
ooo not met in Cincinnati since 


Plugs New Dispenser 

Hospital Specialty Company, 
Cleveland, will launch a national 
trade publication campaign this 
month for the Tampax Vendor, 


Set Oe Boe 
5 aa Bs te 
ay BUS oe te 


pat 


new dispensing machine designed 
by the company. Hospital Spe- 
cialty is exclusive distributor of 
Tampax, manufactured by Tam- 
pax, Inc., Palmer, Mass. Ann Ko- 
blitz, Cleveland, is the agency. 


Promotes Floor Finish 


Tech-Ni-Cote Distributors Ltd., 
Vancouver, B. C., has started a 
campaign in western newspapers 
featuring Tech-Ni-Cote plastic 
floor finish. O’Brien Gourlay Ltd., 
Advertising Agency, Vancouver, 
is handling the advertising. 


Bemberg Boosts Spitzer 


American Bemberg Corporation, 
New York, has promoted H. G 
Spitzer from assistant sales man- 
ager to sales manager. Mr. Spit- 
zer has been with the company 


since 1927, except for 30 months’ 


Army service overseas. 


NATA Takes Radio Poll 


The National 


Association of 
Transportation Advertising now 
is making a survey of all radio 
stations throughout the United | 


21 


States to determine the extent to 
which they use car card promo- 
tion. Results of the study are to 


-| be used by Kenyon & Eckhardt in 


NATA publicity. 


NOW OVER 


90,000 


CIRCULATION current AVERAGE 
ST. JOSEPH NEWS-PRESS 
St. Joseph Onzette 


— SERVICE TO ADVERTISERS AND MARKETERS 


Advertising Publications, Inc., has four related, yet sharply defined, publications through 
which every factor in the advertising, marketing and merchandising phases of business 
may be reached. You can use any one of them for a specialized purpose, any combination 
of them, or all of them together to reach the largest manufacturer, agency, and adver- 
tiser circulation available. 


ADVERTISING AGE reaches more advertising agency executives than any other pub- 
lication—more than it ever has reached before—and far more than any other publica- 
tion has ever reached. The Weekly Newspaper of Marketing, it is read by the most 
important executives of the most important national advertisers in the country. 


INDUSTRIAL MARKETING is the only publication dealing exclusively with the prob- 
lems of industrial marketers. Its readers are the marketing and advertising executives of 
manufacturers of equipment and supplies for industry, and their advertising agencies. 
Advertising in the two publications is sold in combination, insertions in one contributing 
to frequency discounts in the other. 


ADVERTISING AGE'S CONSUMER MARKET DATA BOOK provides the most 
comprehensive consumer market information available anywhere. It is distributed on a 
controlled basis to every national advertiser, every large regional advertiser, and every 
advertising agency handling such accounts. 


INDUSTRIAL MARKETING'S INDUSTRIAL MARKET DATA BOOK supplies de- 
tailed authoritative, and complete analyses of every major market for industrial equip- 
ment and services. For more than a quarter of a century it has been known as the "bible" 
of industrial advertising men. 


More and more alert advertisers are buying space in "packages'' made up of combina- 
tions of these four publications. Through the Market Data Books they get their stories 
across when markets are being studied, before media are being selected. Through these 
combinations they are getting unequaled coverage, greater circulation, at the lowest cost 
per thousand, for the best campaign value to be had. Why not have one of our repre- 
sentatives give you the whole story? 


A'DVERTISING PUBLICATIONS, INC. 


PUBLISHER OF ADVERTISING AGE + INDUSTRIAL MARKETING + THE MARKET DATA BOOK 


THE LARGEST PUBLISHING HOUSE SERVING THE ADVERTISING AND MARKETING FIELD 


100 E. OHIO ST., CHICAGO 11; RUSS BLDG., SAN FRANCISCO 4; GARFIELD BLDG., LOS ANGELES 14; 330 W. 42nd ST., NEW YORK 18 
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@ Violent sex offenses against women and children are 
increasing in America—and newspaper headlines almost 
daily tell of these atrocities. Yet sex criminals continue 
to get light sentences, easy parole, or “another chance.” 
THE AMERICAN MAGAZINE believes that something 
must be done beyond the mere reporting of the fact, 
and so we asked F.B.I. Chief J. Edgar Hoover, whose 


files bulge with case histories, to tell the causes and 
suggest what your community can do to stop these sor- 
did assaults by sex maniacs. You owe it to your family 
and your community to read... 


HOW SAFE IS YOUR DAUGHTER? 
by J. Edgar Hoover 


that make a better life. 


HOW SAFE IS AMERICA? 


Month after month THE AMERICAN MAGAZINE goes into 
action to help safeguard America. Whether the threat be to 
the American family, community, or economy, you find it 
exposed and discussed in our pages. 

And millions of other Americans find it, too— 2,500,000 
families, men and women, look to THE AMERICAN MAGAZIN> 
each month for authoritative articles by important people 
on important problems of the day. 

These two and a half million American families are alert 
to the problems of making a better life—alert to the products 


Dollar for dollar, page for page, no other magazine 
can match the multimillion male-female circulation 
delivered by THE AMERICAN MAGAZINE. 


THE CROWELL-fOLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, 
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the Creative Wan? Corner 


JUST WHO WANTS. MEAT MARKETS 
CLOSED ON MONDAYS? 


Here is what the record shows... 


THE PRESS THE CHRONICLE (June 1, 1946)... “opposes the Butchers’ Union 
+ leaders in their effort to lay down under which Safeway can sell and the pubhc can 


bo en A Seon eng citer tendency chide may eqcing wp to wecian Ge waderplnaings of 
the free competitive system 


S. F. EXAMINER (May, 1946).. - “The demand of the Butchery Union thet all meat shops 
close on ow and should be fought by every citizen of San Francisco.” 


S. F. NEWS (May, 1946)... “Mr. Maxwell is out one v henehe race aw. phar 
the long list of ‘the public be damned’ mistakes of 
business eventually result in similar controls upon big labor 


ty g UNION Descker Wertmen age WORKMAN, wx organ of the 


TEAMSTERS UNION . Dis ree eat x Monday dn ae 


shops is not in the public’s interest or in the 


70, President, Calif. eerste 


BUSINESS MEN .. Peekicbanenttens healederteenreten 


had many calls from 


Mondays” (From « cutement endo Augua & $900tG Witian D Einador denn p wosyenmeche 
‘the Calif. Reta © Merchants Assn ) od 


which brought strict controle to big 


MILTON MAXWELL 


‘Secretary, Butchers’ Union, Local 115 


Safeway Stores, icoo 


If there is any advertising that is more 
generally futile than the pro and con ad- 
vertising that has become so fashionable 
in labor disputes, we have yet to dis- 
cover it. 

The principal trouble is, of course, that 
such advertising really isn’t advertising 
at all, but only printed argument. More- 
over, neither the pro arguments nor the 
con arguments have any appeal whatso- 
ever to the opposite camps, and these ar- 
guments find the public also with its mind 
usually firmly made up and closed. 


You Oudgtt toKuow . 


Jim Mangan wrote a book which partly 
explains why you ought to know him, 
and also partially explains why you’re 
going to be exposed to his personal his- 
tory in this piece. 

The book was “The 
Knack of Selling Your- 
self,” and if Dale Car- 
negie’s notions of get- 
ting ahead kind of 
nauseate you, you can 
stop right here. Jim’s 
idea of getting along 
in the world makes 
Dale Carnegie seem 
like a washed out ver- 
sion of Caspar Milque- 
toast. In his book, Jim 
Mangan _ said_ the 
homely virtues of Honesty, Honor, Loy- 
alty and Reliability are poppycock, and 
that the only way to sell yourself is to 
be a ruthless realist, a pounding prag- 
matist and an obnoxious opportunist. And 
if you think he’s kidding, you’re nuts. 

James T. Mangan is director of the 
Coin Industries Public Relations Bureau, 
and he modestly permits his associates 
to describe his position in the industry 
as “similar to that of celebrities such as 
the late Jimmy Walker, clothing indus- 
try—Happy Chandler, baseball—and Jim 
Farley, Coca-Cola.” He also admits to 
being an “internationally famous speak- 
er,” and again we say, if you don’t be- 
lieve us, ask him. 

Jim Mangan, orator, is best known for 
two speeches: 

1. The “Unknown Sales Formula,” 
which he delivered 15 years ago in Bos- 


James T. Mangan 


All of which makes the advertisement 
above remarkable. It is one of an un- 
commonly fotthright and, at the same 
time, highly dramatic series that helped 
force the settlement of a butchers’ strike 
against the Safeway grocery stores in San 
Francisco after many months of stalemate. 

The bold face type tells almost the 
whole story. The gentleman who has the 
right hand column to himself is head of 
the Butchers’ Loeal which demanded the 
Monday closing of the chain’s meat de- 
partments in a new kind of five day week. 


e «James T. Mangan 


ton, a “Cross of Gold” job, still in sales 
circulation. Here he presented the new 
and startling thesis that “the salesman 
and the thing sold are a woman, but the 
buyer in real life, man or woman, is 
always, psychologically, a man.” 

2. In Cleveland, in 1939, he asked the 
question (in what is now a legendary 
speech in advertising circles): “Do you 
sponsor corny advertising?” rocking the 
advertising and publicity world with his 
provocative thinking, and demanding 
that the old patterns be thrown out and 
the new adopted. 

Mangan has written five books in addi- 
tion to “Selling Yourself”: “You Can Do 
Anything”; “Learn To Write”; ‘Push’; 
“Thoughts On Salesmanship”; “Design, 
The New Grammar of Advertising.” He 
also has published innumerable small 
publications—a prime example being the 
classic, “Sell By ‘Giving,’ which has 
been distributed to more than 200,000 
salesmen. Mangan is the writer of the 
fabulous ad, ‘Write a Letter,” originally 
published in an ad in ADVERTISING AGE, 
and officially adopted by the U. S. Post 
Office as its theme song. 

For 37 years he has been Champion 
Top Spinner of the World, and a year 
or so ago was featured in his top spin- 
ning role in Life. At the age of 12 he 
invented a system by which an ordinary 
top can go on _ spinning indefinitely. 
Without stopping, he has let a top down 
a string 10,000 times and caught it on 
the string 10,000 times—the former in 
12 hours, the latter in six! 

Shortly after his book, “You Can Do 


Anything,” was published, a friend who 


knew Mangan couldn’t read, write, sing 
or whistle a note of music, challenged 
him to write a song. Mangan promptly 
sat down and within a week produced a 
song, music and lyrics, which Kate 
Smith sang over the air. She sang the 
song 50 times, tossing “God Bless Amer- 
ica” off the air in its favor. 

For 20 years Jim Mangan was mer- 
chandising manager, public relations and 
advertising manager for Mills Indus- 
tries, the world’s largest manufacturer 
of coin operated devices. He person- 
ally handled publicity for the Mills Roose- 
velt movie machine, which he cheerfully 
admits was the publicity project of 1940, 
topping the TVA Stratoliner and New 
York. World’s Fair in its second year. 
Jim personally produced over 1,000 
pieces of direct mail each year at Mills 
for many years—and each noted for its 
modern design. He says that for several 
years the advertising and printing trade 
press showed more examples of, and pub- 
lished more articles about his advertis- 
ing, than the work of any other advertis- 
ing man in America. 

In the six months he has handled Coin 
Machine Industry public relations, he says 
he has had published 40,000 stories, news 
releases, notices and photos pertaining 
to coin machines. During the war he 
was the only national promotion consult- 
ant for the U. S. Department of Labor, 
at a dollar a year. He was also chair- 
man of special events and of bond drives 
in Illinois—putting on hundreds of his- 
toric shows. He engineered his biggest 
war feat when he secured donations from 
the Chicago Building Trades and the 
AFofL for the erection of a mammoth 
display in Union Station. There were 
4,500 miniature planes and 16 murals, 
reportedly the largest patriotic display 
in the history of the world. 

So passionate was Mangan in his drive 
to accomplish the impossible, and so up- 
setting of Washington officials was he in 
his demand for priorities necessary to 
the job on hand, that Secretary Knox, 
Morgenthau, and Maury Maverick, in 
charge of government construction, per- 
sonally interceded with the U. S. Treas- 
ury officials in Chicago, to take Mangan 
off their necks and grant him a blank 
check for any priorities needed ‘so he 
could have his way! 

Jim was also chairman of the Typo- 
graphical Arts War Committee and saw 
that over $500,000 worth of free art work 
was donated for the war. He coordinated 
the donations of the AFofL Construction 
Trades of Illinois to buy a light bomber 
valued at $100,000 which was the larg- 
est single gift from any one organization. 

Mangan loves unusual stunts. He once 
flew two airplanes 14 times over a picnic 
ground, dropping 7,000 prizes from the 
air. During the war he originated the 
only legal gambling stunt in history— 
wherein he would solicit the public to 
donate war stamps to fill stamp books 
and then turn around and raffle off the 
books to service men standing by. There 
was no gamble involved because those 
who paid money didn’t receive anything 


1914; 
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and those who received the free prizes 
didn’t pay anything. Gertrude Lawrence 
engaged in one of the raffles on a famous 
St. Valentine’s Day event. She said: “I 
don’t believe a scheme like this is possible 
but here he’s got me doing it!” 

Mangan is a writer experimentalist, 
having developed a special style which he 
calls “heroin writing.” In this type of 
writing, the writer assumes that he has 
swallowed enough heroin to be complete- 
ly out of this world and the effect on the 
reader is as if he, too, had partaken of this 
drug. 

Mangan also has in his repertoire a 
specialty called “buzz bomb” letters. He 
claims he can write anyone and they’ll 
do anything he asks, no matter how diffi- 
cult or extraordinary the request. He has 
a standing challenge for the past seven 
years with newspaper men of Chicago 
that he ean write on any unknown subject 
pulled out of a hat—more and better 
words in a given time, than anyone in the 
fraternity. He has never been called on 
this. 

He is big and fat and likes to eat and 
is proud of his having passed the ice 
cream test perfectly; for example—calling 
five unknown brands of ice cream—one, 
two, three, four and five—in order of 
their true quality. 

He claims to be one of the best: grass 
cutters in America, having cut a prairie 
ball lot, 300 feet square, twice a week 
every summer for seven years. So skilful 
is he with a lawn mower that he can put 
English on the handle and run right over 
a rock in the way without stopping to 
pick it up or harming the blades of 
the mower. 

He once ran a Christmas party at the 
Edgewater Beach Hotel in Chicago. Three 
hundred guests were supplied at the last 
minute with huge one-pound packages 
of Puffed Wheat in cellophane bags. They 
were instructed to break the bags over 
each other’s heads and, after this, they 
danced on the Puffed Wheat all evening. 
It took the hotel manager six weeks to 
get rid of the crop. 


One of his sales managers once broke 
a leg on the eve of a big sales contest and 
wanted to call off the contest. Mangan 
said: “Like hell. We’ll run it from your 
bedroom.” He installed a telephone by 
the bed and asked the salesmen to send 
their boss, Jerry, orders instead of the 
usual flowers and candy. It was the most 
successful campaign ever put on. 

Another time he ran a contest exactly 
according to horse-racing rules, with the 
contestants handicapped and posting the 
odds. Also, he had 2,500 factory employes 
betting a quarter every day for a month 
on the outcome. 

Mangan lives in the Beverly Hills sec- 
tion of Chicago with his wife and two 
children. He was born Nov. 17, 1896, in 
the Windy City and is a graduate of Loy- 
ola University. When he’s not spinning 
a top or beating the world’s grass cutting 
record to a pulp, he operates the firm of 
Mangan & Eckland, which specializes in 
combining public relations with industrial 
design. 
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HOUSEWIVES ros 22s rrencacetinmreives Longe as ot tetieve that « peed 
‘ reduction of store hours through the closing of mest markets on Monday is in the public interest bil eu 
_. The Monday closing provides no edvantege for butchers "—{ from @ resolution passed by 
the League, June 5, 1946) 
FARMERS “Be it further resolved, that if @ satisfactory agreement is not obtained Tl Salt 
through direct negotiation, the National Grange ask Congress for legislation which would make + ial 
unlawful for any person or persons to obstruct, delay or otherwise interfere with the transporte- : 
thon, handling or marketing of penshable foods” . (trom @ resolution edupted November, 1946) 
_  § 
ee ; 
S. F. CALL-BULLETIN ( June. 1946) “It ts just another manifestation of the errogence of ‘ 
labor chieftains and thew determination to rule by force—rule not anty the businesses of the - 
‘community but the shopping hebits of the public ... The union in this case is just 100 per cent 
wrong and the public should unqualifiedly support the position of the Safeway stores” 7 
i. 
of store operations another day will not, and cannot be conducive to the cheerption in employ. 
ment of « single idle worker... Danger signals as well as booby traps line our highways. 
‘We will remain powerful or we will grow weak because of bad economic errors we will make. 
Let us be sure that we have the green light before plunging into « new realm st an inopportune 
time. Certainly we must not leed our membership into booby traps” 
| meee 
Pe ores 
ip the wages paid employees and in the Work week—the number of hours which an . ba 
| employee will work in any business week Restricting the business week of butcher shops by a 
enforced closing on Monday will not promote more jobs for butchers or will it add to the ‘ 
employment opportunities of other unions . . . It will mean thet teamsters delivering mest will 
| not work Mondays and as they do not work Saturdays they will be on a 4-day week ad . 
Monday closing of butcher shops will mean few 
fC ipa 
Le employers who have accepted the dictates of the union should review their position ahi 
and reslize that the union's demands can be « two-edged sword ... Union control of the business : 
week dovsn't have to stop at Mondays in the Bay area. It can spread to regulate processing, 
manulecturing refrigeration or transportation at any piece along the line of distribution ® 
Public opinion is definitely against Monday closing, as evidenced by an unbiased poll taken a 
PO ig be 
~ 
. 
pS 
a 
a 
a 
ao 
on 
an 
a 
Bi: 
eA 
ae 
. 
Pie 
‘ 
ae 
‘ ia 
Soil 
a 
ee 7 
er 
age 
a 
el 
Bet 
ee 
7 oa xii 
ee as 
ra 
fond 
sts 
pre 
pom 
. 
ben 
bei. 
2 a 
es = 
| bos 
iy 
| we 
fea 
} = aN 
if be 
_~  am O HIN o .-  e  stt nt a 
i _ - 
, ey 
10 
00 
eae 
W 12 MONTH MOVING AVERAGE 25 
90 * : 
» a vd 
10 Ud ® / 
~_ (a oh 
66 D 
| a 1068 a = —_ 
. 
. © = a ” 
\ a 3 2 S waka , ’ ‘ Sak © hts 3 ’ .* . ~ : ya, ' ‘ i ¥ a pe a an " ' ta 4 eos <") a st P ae 
vf “ SOR ie ie 5D eos ee ; az srs iA ik aS be: rang ee ihe Chae Soy ate ; : ? 


24 


; a other form of text, art or layout; 
G-E Promotes Becker Co Council it considers it useful in showing 
; W. R. Becker, district represen- how many readers noticed an ad, 
| ee ee ee es associated it with products or 
voncliee 5 Seige Ble ete gs yp? Agee ervice, and read most of it; but 
romotion manager of the wiring p || M h Ss ’ ‘ 0 
, ress sales of General Electric 0 S em ers on only a few members think it in- 
Company, Bridgeport, Conn. dicates how many sales would be 


———_—— . made or demonstrates under- 
Wright Appointed V.P. Various Methods standability or credence. 

Harry A. Wright, domestic ; , 
BB aii 8 of tire wake in New (Continued from Page 1) saisieaeestngnad ies bean epsenid Active 
York, has been appointed vice- ; , : : 3. Changing Attitudes: A ma- 
president and general sales mana- | effective in measuring attention | jority thinks measurement in 
ger of Pacific Rubber Company, | value and interest, in comparing | changes of attitude is accurate for 
Oakland, Cal. layouts and fairly effective in|measuring remembrance, and 


measuring clarity and in com- 


P = moderately accurate in measuring 
WMOB Appoints Long parison of themes or appeals; it|believability; half the council 


D. H. Long has been named |does not think them effective in|thinks the measurements are 
manager of WMOB, Mobile, Ala. | measuring selling power, credibil-| highly accurate in measuring 


pete’ | Mr. Long, a veteran in the broad-| ity, conviction nor the extent to| understandability—almost all 
y"'| casting field, succeeds Archie S. 


: ; S:| which an ad will be read and|think the measurements are at 
Grinalds, who is going into busi- 


: understood. least moderately accurate. 
—< ness for himself. 2. Reading Behavior: A major- 4. Making Inquiries: A one 
8 ce AGO | ity thinks analysis of reader be-/| jority believes that inquiries when 
= " — Row vou = | Promotes Dexter din is very cae in showing | properly used can provide a strong 
. a7 a Harry M. Dexter, in charge Of| Whether readers are gaining or | indication of over-all effectiveness 
Bie the pre narw oe pene x. losing interest in a campaign, |on ads promoting sales; where the 
" “wetter . eT eeeema Since "Cemne more interested in some other|product is an intangible, almost 
= pany, Newark. He will move to campaign for a like product, or|half the members think inquiries 
the Newark office on Aug. 1. are more interested in one or an-| provide a strong indication, with 


= 


c hometown salesmen... 


with proved selling power! 


“Born and raised” among hometown 


people, these six “‘salesmen” have 
what it takes to sell for yow in their areas. 
As Locally-Edited Magazines, they are 


tailor-made for the reader: 


80% to 90% of each magazine is 


made up of local pictures and features. 


This local touch pays off in actual 
dollar-value to you, the advertiser. 
A growing list of regional and national 


advertisers in these six Locally-Edited 


Gravure Magazines proves it! 


SOON THERE'LL 
BE SEVEN: Start- 
ing October 5 
the San Antonio 
Express will join 
the group in 
publishing its 
own locally-edi- 


ee 
. 


OS ceil eT 


... featuring the Local Touch for highest reader 
interest . . . for greater advertising value 


COLUMBUS DISPATCH ° LOUISVILLE COURIER-JOURNAL e HOUSTON CHRONICLE 
ATLANTA JOURNAL © NEW ORLEANS TIMES-PICAYUNE-STATES © THE NASHVILLE TENNESSEAN 


*Total weekly circulation of over 1,300,000 gives saturation coverage of six major markets — modern rotogravure plant assures faithful, uni. 
form reproduction in monotone, duotone or full color — six magazines available individually or in single-order, single-copy, single-billed 
package — 1,000-line page size... WANT MORE FACTS? Just contact one of the folowing Representatives: Branham Co., Jann & 
Kelley, John Budd Co., O'Mara & Ormsbee, Sawyer-Ferguson-Walker Co. Or write to the Locally-Edited Group, Louisville 2, Kentucky. 


Locally-Edited Gravure Magazines [iim 
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an equal number regarding in- 
quiries as “only a slight indica- 
tion.” 

5. Sales: “Where one adver- 
tisement can be shown to result in 
more purchases or sales than an- 
other,” they agree that itis a 
better advertisement. 


Copies Are Available 


The findings of the council, as 
well as a foreword by Mr. Carson, 
are available in printed form from 
ADVERTISING AGE, 100 E. Ohio St., 
Chicago 11, for 20 cents, and also 
from Advertising & Selling, 9 E. 
38th St., Printers’ Ink, 205 E. 42nd 
St., and Tide, 232 Madison Ave., 
all New York. 


The council members, including | 


many of the best research and 
copy men in the agency business, 
are: . 


Edward Battey Jr., Vice-Presi- 
dent, Compton Advertising, Inc.; 
William E. Berchtold, Vice-Presi- 
dent & Chairman Plans’ Board, 
Foote, Cone & Belding; John Caples, 
Vice-President, Batten, Barton, Dur- 
stine & Osborn; Gerald H. Carson, 
Vice-President and Director of Copy, 
Kenyon & Eckhardt; Lawrence 
Deckinger, Director of Research, 
Biow Company; William E. Demp- 
ster, Vice-President, Roy S. Durstine, 
Inec.; Ben Duffy, President, Batten, 
Barton, Durstine & Osborn; Alfred 
Eichler, Copy Executive, Dancer- 
Fitzgerald-Sample. 

Thomas Erwin, consultant on mer- 
chandising and advertising; M. 
James Eysler, account executive, 
William H. Weintraub & Co.; G. W. 
Freeman, copy and contact execu- 
tive, Marschalk & Pratt Company; 
Albert D. Freiberg, Vice-President, 
The Psychological Corporation; Syd- 
ney H. Giellerup, partner, Marschalk 
& Pratt; Marion Harper Jr., Vice- 
President in Charge of Research, 
McCann-Erickson, Inc.; Carl H. Hen- 
rikson Jr., Director of Research, 
J. M. Mathes, Inc.; Richard G. Hol- 
brook, Director of Copy & Media Re- 
search, Batten, Barton, Durstine & 
Osborn. 

Mansfield F. House, President and 
General Manager, Morse Interna- 
tional, Inec.; Arthur Hurd, Director 
of Media Research, J. Walter 
Thompson Company; R. C. Kollen- 
born, account executive, Hanly, 
Hicks & Montgomery; Wilson J. 
Main, Vice-President and Research 
Director, Ruthrauff & Ryan; F. 
Stanley Newbery Jr., account execu- 
tive, McCann-Erickson; Charles A. 
Pooler, Vice-President and Director 
of Research, Benton & Bowles, Inc.; 
William B. Ricketts, Director, The 
Ayer Foundation, N. W. Ayer & Son; 
David Earle Robinson, Vice-Presi- 
dent in Charge of Research, La- 
Roche & Ellis; Victor O. Schwab, 
President, Schwab & Beatty. 

Mills Shepard, Director, Division 
of Reader Research, McCall Corpo- 
ration; Carlton L. Spier, Vice- 
President, Batten, Barton, Durstine 
& Osborn; William A. Sturgis, Di- 
rector of Advertisers’ Service, Wom- 
an’s Day; Gerald W. Tasker, Research 
Manager, Newell-Emmett Company; 
Adolph J. Toigo, Vice-President and 
Research Director, William Esty & 
Co.; William D. Tyler, Copy Chief, 
Dancer - Fitzgerald - Sample; Walter 
Weir, President, Walter Weir, Inc; 
and Mark Huntington Wiseman, 


Mark Wiseman’s Courses in Adver- 
tising. 


Spruance Joins Lindeke 


Lewis J. C. Spruance, formerly 
sales manager of Richmont, Inc., 
and vice-president of John H. 
Riordan Agency, has joined 
Lindeke Advertising Agency, Los 
Angeles. The agency has been ap- 
pointed to direct the advertising 
of Burke-Mayer, Inc., Normond 
Sportswear, Ronny of California, 
Muriel Reynolds and Andrew 
Madsen Company. 


Meds Goes to BBDO 


Personal Products Corporation, 
Milltown, N. J., has moved its 
advertising account on Meds 
tampons from Federal Advertis- 
ing Agency, New York, to Bat- 
ten, Barton, Durstine & Osborn, 
effective July 15. Federal con- 
tinues to handle Co-Ets cotton 
squares. Young & Rubicam di- 
rects advertising on Modess, and 
N. W. Ayer & Son handles the 
Yes cleansing tissue account. 


Joins Electromaster 

S. H. Morgan, formerly with 
Eaton Mfg. Company, Wilcox 
Rich division as staff personnel 
manager, has been appointed head 
of personnel administration of 
Electromaster, Inc., Mount Clem- 
ens, Mich., manufacturer of elec- 
tric ranges. 
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Une Paradergera gnoicer 


IN PHILADELPHIA, 


THE INQUIRER’S | 
- CIRCULATION HAS SHOWN 
MAZING AND STEADY 


TELL tT On 


POPPA HAS TO FIGHT FOR A CHANCE 


THE 


TO READ THE INQUIRER 


The way women “take to’’ The Philadelphia 
Inquirer is a true measure of its advertising leader- 
ship. Women like the way The Inquirer handles 
news — complete, brief, interesting. And The 
Inquirer is filled with features that tetpeve, enter- 
tain and amuse women. This policy of catering 
to the housewife extends to advertising as well. 
That's why The Inquirer holds first place in 


America’s 3rd market. 


MORNING... TELL IT JIN 


Che Philadelphia Prguirer 


National Advertising Representatives: OSBORN, SCOLARO, MEEKER & CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT; FITZPATRICK & CHAMBERLIN, SAN FRANCISCO 
Member: AMERICAN NEWSPAPER ADVERTISING NETWORK; FIRST 3 MARKETS GROUP; METROPOLITAN GROUP COMICS; METROPOLITAN GROUP GRAVURE 
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431 S. Dearborn St., Chicago 5.1llinois 


Five Appoint Hirsch 

| Maurice Lionel Hirsch Com- 
| pany, St. Louis, has been named 
|to handle the advertising of New 
Era Shirt Company, St. Louis, 
(men’s dress and sport shirts); 
| Samuels Shoe Company, (De Liso 
Debs shoes); Angelica Jacket 
Company, (uniforms); Bib-Ex 
| Corporation, (disposable bibs), 
/and Heller Chemical Corporation, 
| (Tetfoam degreaser, a household 
| chemical). ‘ 


Your advertising to a 


_most profitable field through 


the most profitable medium 
will produce the best results 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


Beise, Thompson 
Define Hotpoint 
Research Plans 


Cuicaco—New co-directors of 
research for Hotpoint, Inc., have 
revealed details of their plan-of- 
attack for the expanding, $100,- 
000,000-a-year appliance company. 


sition. 

Speaking at a mid-year regional 
sales conference for field .sales 
groups, Mr. Beise and Mr. Thomp- 
son declared that the company 
transferring emphasis from 
small dealer and utility operations 
to large store and utility ac- 
counts. . 


Output Will Triple 


L. C. Truesdell, vice-president 
in charge of marketing, told Hot- 
point sales people that Hotpoint 
| production in 1948 will more than 


Heading Hotpoint research are | triple present output, which is al- 
George Beise, formerly with Gen-| ready “greater than ever before” 


}eral Motors Corporation, named | for all products. 
manager of market research, and | 
Glenn Thompson, 


E. R. Taylor described Hot- 
Hotpoint re-/|point’s advertising plans, which 


searcher promoted to head of in 1947-48 will mean an expendi- 
dealers’ record control, a new po- ture of $2,500,000, of which $1,- 


WALTER E. BOTTHOF, 
333 NORTH MICHIGAN AVE. ° 


LOS ANGELES - 


HEW YORK ° 


= 


“How the new 


CONSUMER MAGAZINE SECTION 


STANDARD RATE & DATA SERVICE 


The Hattonal Authertty 


Publisher 
CHICAGO 1 


SAN FRANCISCO 


“fr 


—and help them make sure they consider every 
magazine that fits their product. 


’ Now Media Buyers need wonder no more whether they’ve overlooked 
any possibilities—or whether the magazine information they have is 
outdated or the latest available—or whether, after their recommendations 


are in, the client’s going to come up with some magazine that sure belongs 
on the list but that somehow they missed. 


The idea of the PRODUCT-ADVERTISING GUIDE came from 
Media Buyers themselves—from Media Buyers sweating 
over the study, analysis, comparison of the close to 600 
consumer magazines listed in SRDS — trying to find 


which ones reach the most prospects for their particular products per 
dollar spent for space. 


The PRODUCT-ADVERTISING GUIDE merely gives that idea utility by 
bringing together for the first time in one place, conveniently organized, 
the basic information these Media Buyers say they need for making their 
consumer magazine selections. 


It begins where you begin your media analysis—with the product. 


One top New York agency man concluded a study of the PRODUCT- 
ADVERTISING GUIDE with this exclamation: “IT’s HOT!” 


The PRODUCT-ADVERTISING GUIDE becomes a regular 
monthly feature of the SRDS Consumer Magazine Sec- 
tion beginning in August. If you would like to get a pre- 
view of how the GUIDE can help you compile initial 
magazine lists that are comprehensive and inclusive, we have a 4-page 
reprint that gives the details. It describes how the GUIDE will save you 
time and labor; how it will release some of the pressure of compiling a 
list that was “due yesterday;” how it will protect you against overlooking 
any magazine that can do a good job for your product. We'll be glad to 
send you a copy of this 4-page reprint. 


will help Media Buyers save time 


] 


It begins where you begin 
your magazine analysis— 
with the product. 


It connects every type of 
consumer product with the 
magazines that are suitable 
for its advertising. 


It summarizes the 
basic information about 
each listed magazine. 


It lists what's available 

from magazines by way of 

product surveys, studies, presenta- 
tions, or other informative material. 


It lists the trade and merchan- 
dising papers that serve the 
distribution outlets 

for your product. 


It brings together, 

for the first time 

and in one place, 

information you usually have 
to dig from many sources. 


It directs your inquiries 
for the more detailed information 
you may need. 


stampany WATE & DATA SERVICE 
Ay cdinaal Balhresty 


_ Beem 


SOUSEKEEFING/ 
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000,000 will be in national me- 
dia (AA, May 5). 

Market research is to be a 
“sales service” function for both 
dealers and_ distributors, Mr. 
Beise declared. He listed nine 
categories of Hotpoint market re- 
search: 

1. Checking efficiency of dis- 
tributors and dealers as the first 
field function related to market 
analysis. 

2. Analyzing and determining 
channels of distribution, especially 
by continuing studies. 

3. Determining strength of 
competitive distributing organi- 
zations—especially difficult in a 
seller’s market. 

4. Determining the strength of 
competitive products. Dealers’ 
| recommendations are important 
considerations in engineering. 

5. Appraising the attitude of 
|consumers toward products. 

_ 6. Determining unsatisfied cus- 
'tomer needs. Studies of home liv- 
'ing habits will be made to dis- 
/cover possibilities for new prod- 
| ucts. 

| 7. Checking customer buying 
| habits. 

| 8. Measuring the extent 
'markets for new products. 

9. Testing new products ¢o- 
operatively with dealers. 


Builds on 10,000 Dealers 


_ Mr. Thompson told the Hot- 
point sales staff that dealer rec- 
| ords will provide the most impor- 
'tant source of information on the 
| retailer’s financial and operating 
| position. He pointed out that Hot- 
| point has more than 10,000 deal- 
'ers, and distributors will appoint 
| more. 

| Department and furniture stores 
will definitely exert greater in- 
\fluence in the sale of Hotpoint 
electric ranges, dishwashers and 
/other appliances, Mr. Thompson 
said. Many of the larger stores, 
he said, have so increased their 
appliance departments that they 
will divert sales from smaller, 
outlying dealers. However, greater 
promotions by the large stores 
should generally increase volume 
in smaller stores, he added. 

The change toward larger and 
better financed outlets will con- 
tinue for a long period, Mr. 
Thompson predicted. Under the 
report system begun for dealers, 
he explained, distributors send to 
Hotpoint cards upon which are 
given the dealer’s identification, 
type of business and name of 
salesman contacting dealer. To 
each card Hotpoint adds code 
numbers covering the population 
of the dealer’s town, state, trad- 
ing area, district, region and 
wholesale area. 


Evaluate Dealers 


Distributors supply information 
on each dealer’s sales volume and 
other information used to evalu- 
ate the dealer’s abilities. Quar- 
terly, Hotpoint will return an 
‘analysis to each distributor list- 
ing each dealer by town and 
‘county. Hotpoint field salesmen 
will use the evaluations in coun- 
'seling distributors on sales pro- 
|/cedures. Mr. Thompson empha- 
'sized that distributors will be re- 
‘quired to send in cards promptly 
'and with utmost accuracy, with- 
‘out which the plan would fail. 
| Howard J. Scaife, formerly 
Hotpoint’s Pacific Coast manager 
and now manager of sales devel- 
opment, said that distributors 


of 


| 
| 
| 


-|should not attempt to handle more 


than 30 to 40 dealers each. 

| E. R. Taylor, merchandising 
manager, outlined the company’s 
program for coordinating all 
dealer advertising service. He re- 
vealed that larger stores will not 
be “bulked” with small-town op- 
erations so far as ad service is 
supplied. Classified advertising, 
both newspaper and _ directory, 
will be used, as well as direct 
mail, newspaper display ads, out- 
door, local radio and shopping 
papers, Mr. Taylor said. 
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Classified Auto 
Ad Rule Revised 
to Aid Buyers 


Des Moines—Studies of the ex- 
tensive advertising devoted to 
new and current model automo- 
biles have prompted the classified 
advertising department of the Des 
Moines Register and Tribune to 
revise regulations governing the 
wording of such ads. 

According to B. M. Brown, clas- 
sified advertising manager, the re- 
vised rules are designed to let 
the reader know whether the ad- 
vertised car has been once sold 
and registered or whether it is'| 
offered for sale by a dealer fran-| 
chised to sell that make of auto-| 
mobile. | 

The revised rules, applicable to) 
ads from any dealer or individual | 
other than a franchised new car. 
dealer, read as follows: | 

(a) The words, “new,” “brand | 
new,” “new car guarantee,” “never | 
driven,” are to be used only in) 
connection with an automobile | 
which has never been registered | 
and which is advertised by a reg-. 
ularly franchised dealer or a 
dealer whose franchise has been | 
canceled or relinquished. | 

(b) Cars to be advertised as_ 
“new” are to be on the dealer’s 
floor and open to inspection be- 
fore the advertisement is pub- 
lished. 


No Blind Ads Run 


(c) The advertisement of new 
cars must carry the name and 
street address of the dealer ad- 
vertising the car for sale. No 
blind advertisemenis offering 
new cars for sale are to be ac-. 
cepted with simply the phone 
number or post office box num- 
ber. 

(d) All new car advertisements 
must clearly state the body, style 
and factory series—for example, 
“1947 Pontiac Big Six Coach— 
Series A.” 

(e) If a dealer is unwilling to 
sell a new car at the price adver- 
tised to the first person who ap- 
plies, it will be assumed that the 
new car is used simply as sub-| 
terfuge. 

(f) All current model automo- 
biles advertised by any dealer or 
individual other than the dealer. 
franchised to sell that make of) 
automobile must carry the word 
“used” immediately following the | 
year, make, and body style of the 
car. No terms such as “big dis-| 
count” or any phrase that would, 
through implication, indicate that. 
the car is new will be accepted. | 

(g) Specific mileage may not 
be used in connection with the. 
advertising of a current model 
automobile by either new or used 
ear dealers. 


Continues Lighter Drive 


Hollis Company, Newark, will 
continue to advertise its Duralite 
pocket and table lighters this fall | 
in Collier’s, Esquire, Harper’s 
Bazaar, The Saturday Evening 
Post, True, ete. A. W. Lewin | 
Company, New York, handles the) 
account. ' 


LOOK IT UP in 
the MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 
2 


BUSINESS PUBLICATIONS EDITION 


arto Dis | Williams, who is also publisher of 
Cc ons played | the Post Intelligencer, Paris, Tenn. 


The Toledo Blade, in coopera-|The general advertisin : 
‘ : > : : g rate is 
tion with the Toledo Public Li-| four cents per line. Wallace Wit- 
brary, last month sponsored a dis- | mer Company, Memphis, is _ its 
play of 86 original cartoons ‘se-| ; ; 


lected from the 2,300 contained in ita cataa ae 
the Donald P. Deitesfeld collec- | : 
tion. “| Trains Negro Models 


—___ age Circuit, Chicago, maga- 
: zine for colored women, is spon- 

Becomes a Daily Paper |soring negro models for use by 
The Ledger & Times, Murray,| national advertisers. Ten girls, 
By., has changed over from a/| known as the Gerry-Lynn models, 
weekly to a daily newspaper. It|have been trained in different 
is owned and published by W. P.. phases of modeling. 


Bendix Promotes Fuller 


R. C. Fuller, sales manager of 
the Pacific division of Bendix 
Aviation Corporation, has been 
appointed assistant general man- 
ager of the division, succeeding 
Mel Burns, resigned. 


27 
New Magazine to Bow 


Locker Management, a new 
monthly published by the pub- 
lisher of Meat Merchandising, St. 
Louis, will appear in August. Al- 
bert Todoroff, former editor of 
Meat Merchandising, is the editor. 


TORONTO, MONTREAL, WINNIPEG, 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 


HEAD OFFICE: 200 BAY STREET, TORONTO 
REGINA, 


ADVERTISING “* 


CALGARY, EDMONTON, 


VANCOUVER 


THIS QUALITY LIQUIDATOR 


.». IN THE MAIL 


FOR O5i! 


(No Strings Attached) gf 


ceMENT OR 4 REFUND OF 


Guaranteed by © 
Good Housekeeping 


ws 
AS pverriseD WHE 


*No Strings Attached! 


VY This is a complete premium service 
—with no strings attached. You have 
no handling or mailing problems or 
costs. 

Y Box tops, labels, etc., accompanied 
by 25c to cover handling, mailing, 
etc., to be sent by consumer directly 
to private P, O. Box No. of R. H. 
Donnelly Corp., New York. 

VY Prompt, efficient service, whether 
it's 1,000 or 1,000,000 pieces. 
Ready to go! Today—tomorrow—or 
whenever you say! 


ODIO SIT) 


HOLLOW GROUND 


Staculess Steel 


PABING KNIFE 


(Fair Trade Retail Price... 49¢) 


@ America’s finest paring 
knife value at 49c! 


®@ Heavy, durable stainless 


steel, hollow ground blade! 


®@ Keen cutting edge! 


® Genuine, kiln-dried, rosewood 


handle! 
@ Sturdy Dura-steel rivets! 


® Approved by Good Housekeeping! 


@ A necessity in every home! 


PAL BLADE CO.), inc. 


595 Madison Ave., New York 22 
Phone Plaza 5-6850 


ACTUAL 
SIZE 
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nodces an entirely new ype 
of magazine 


*A sportsman with an appreci- 
ation of the finer things of life 
—and the leisure and means to 
enjoy them. 


‘Hucksters’ Film 
Lacks Shock-Power 
of Wakeman Novel 


NEw YorK—When Wolcott 
Gibbs, book critic of The New 
Yorker, was acidly reviewing 
“The Hucksters,” he tried to pa- 
rody some of its dialog, finally 
giving it up because “you can’t 
parody burlesque.” After seeing 
the movie Metro-Goldwyn-Mayer 
made of the book, it’s fairly clear 
that the studio decided to dis- 
regard Mr. Gibbs’ shrewd conclu- 
sion. 

The resulting caricature of a 
caricature will interest admen 
principally because of what it 
omits or has altered from the 
book. The primary interest of 
advertising men in the book was 
originally dictated by its exposi- 
tion of agency-client relationships 


“Pipeline Pete” 


INTERCEPTED LETTERS 


DAVID LILIENTHAL 
Atomic Commission 
Washington, D. C. 


Dear Dave: 


you say anybody who can 

keep a baseball box score 
can understand atomic en- 
ergy. How many people, 
though, can keep a box score? 


PIPELINE PETE. 


Really it’s too bad we can’t draw a 


and Michigan for how little and what 


we can now take more). 


many people in the Detroit market. 


picture 


of “Pipeline Pete”. We doubt however, that 


it’s necessary. “Pipeline” is famous in Detroit 


he says, 


rather than how he looks. Probably a million 
people read his bit on the editorial page of The Free Press 
every day. His laconicisms are rivals of the Good Book’s short- 
est verse. His stock in trade is an enviable ability to devastate 
some “stuffed shirt” with a sentence. He can neatly impale a 
national issue on a ten word phrase. “Pipeline Pete” is neither 
wordy, prolix, diffuse or redundant. He does it with letters... 
letters to people and the samples herewith are typical Pipeline 
Peteish. He is one especial and particular rea- 
son (among others) why The Detroit Free Press 


is well read, well liked and well quoted by so 


All of 


which is most helpful to advertising (of which 
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—particularly the relationship 
some agencies had with a client— 
and its exploration of one of ad- 
vertising’s phenomena: the dis- 
parity between the skill, inge- 
nuity and thought applied to prob- 
lems, and the nature of the prob- 
Iems themselves. 


Some Slight Changes 


In the process of moving from 
print to celluloid, the story lost: 
(1) the tug-of-war between Kim- 
berley & Maag, since the agency 
Vic Norman joins is not a part- 
nership, but Kimberley Advertis- 
ing Agency; (2) Kimberley didn’t 
come by his advertising agency 
by participation in a scandal in- 
volving the bribing of a federal 
judge, as he did in the book; 
(3) there is no mention of anti- 
Semitism; (4) Wakeman’s lucid 
explanations as to why network 
radio works the way it does have 
been discarded for two fairly 
fuzzy diatribes in which Clark 
Gable advocates “giving the air 
back to the people” and decries 
“the tyranny of despots and spon- 
sors’; (5) its wartime setting— 
the movie takes place in the post- 
war period. Norman doesn’t come 
‘back from OWI, but from Army 
service in the ETO, and his para- 
mour is not the wife of a soldier 
overseas, but the widow of a gen- 
eral who died in the Philippines. 

Surviving the transition are 
some of the scenes between the 
agency and Evan Llewellyn 


Evans, a caricature played so 
|skillfully by Sidney Greenstreet 
|that he remains as formidable 
'and virulent as he was in the 
novel, although his dialog has 
| been cleaned up a trifle (the verb 
| “goose” comes out “jazz ’em up”). 
| He still hawks and spits on the 
| table, throws his straw hat out 
‘of the window, waves his false 
| teeth pugnaciously. 


A Peculiar Paradox 


| The screen play, according to 
| the credits, “is based on the novel 
by Frederic Wakeman,” but the 
picture is often different in con- 
tent and theme from the novel. 
Agency men who have lived in 
fear of the movie’s portrayal of 
the advertising business should 
be able to relax; its treatment 
parallels those fascinating news- 
paper pictures in which a girl re- 
porter telephones in headlines to 
the city desk. 

The radio business won’t like 
the picture, if only because radio 
/is represented as a conga-line of 
‘commercials. The screen writ- 
ers, Luther Davis on the screen 
play, adaptation by Edward Cho- 
dorov and George Wells, do a 
|/marvelous job on the commer- 
cials, which are brisk, funny and 
‘only slightly exaggerated. It is 
“something of a paradox that the 
/screen writers wrote better com- 
| mercials than ex-adman Wake- 
/man, and that Wakeman’s book 
| was probably a better script for 
/a movie than what M-G-M actu- 
|ally used. 


McGrath Heads 
Schaefer Sales 


| FF. & M. Schaefer Brewing Com- 
pany has appointed Martin J. Mc- 
Grath general sales manager, suc- 
eeeding Henry A. Miles, who has 
'retired from active service. Mr. 
|McGrath has been in the com- 
pany’s sales department for 14 
years, recently as manager of 
New Jersey sales operations, 
|where he will be succeeded by 
| Lester McCarthy. 

| Edward T. Knauff, with Schae- 
|fer since 1939, has been named 
manager of marketing research. 
| Walter T. Goodliffe, sales man- 
| ager of the draught beer division, 
and Harold J. Wheaton, manager 
,of the package beer division, re- 
tain their present posts. 


KGO to Increase Power 


| KGO, ABC owned and operated 
| station in San Francisco, will in- 
| crease its power from 7,500 to 50,- 
000 watts on Jan. 1, 1948. 
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To Purnies & Associates 


J. L. Purnies & Associates, Mt. 
Vernon, N. Y., has been appointed 
to direct the advertising and pub- 
licity of Universal General Cor- 
poration, New York. Newspapers 


to display merchandise for in- : 
creased sales. The book ($2.50) Harris Leaves Safeway 


is available from the een 


dence in California. 


Les Harris has resigned as ad- 
Chi- | Vertising manager of Safeway | per Company for 24 years, has 
cago 8. Stores, Dallas, to take up resi-| been elected vice-president of the 


29 


Marx Becomes V.P. 


Paul H. Marx, with Milton Pa- 


organization. 


‘Patriot’ Promotes Two © 


and trade publications will be | 


° . | 
used. | Benjamin F. Lantz, beng 


‘Prepares Manual 


Reflector Hardware Carpere-| | lisher of the Patriot and the Eve- | 
tion, Chicago, has prepared a new | | 
manual, “Methods of Merchandise | been appointed national Sit 
Presentation,” which shows ways | ing manager. 


has been made treasurer and 
business manager of the Patriot | 
,|Company, Harrisburg, Pa., pub- | 


SPECIAL HAND-WORK 
FOR SALES PROMOTION — 


_ MIDWEST 
_ BINDERY. 


549 W. WASHINGTON ST 


ning News. Lewis H. Zarker has 


© CHICAGO ® RANDOLPH 3696 


BACK IN CANS—Sanka and Kaffee 
Hag, decaffeinated coffees produced 
by the Maxwell House division of the | 
General Foods Corp., are back in cans | 
on national distribution for the first 
time since the war. The Jim Nash 
designs remain the same. 


Building Problem 


Becomes Hilarious Ea 


in Station’s Copy | 


DALLAS — Radio station KIXL 
was a highly popular Dallas insti- | 
tution long before any Texan) 
heard its first broadcast, princi- | 
pally as a result of a whimsical | 
newspaper advertising campaign | 
ribbing all the construction prob- | 
lems which delayed the station’s | 
first program. 

With weekly newspaper ads in 
Dallas newspapers, Lee Segall, | 
former Houston adman and head | 
of the new station, kept the pub- | 
lic in close touch with construc- | 
tion developments presented in| 
amusing and original copy and_/| 
layout for nine months before the | 
station went on the air. 

“Guess what?” cracked owner 
Segall when he was notified that 
the station’s tower was shipped 
exactly nine months after the date 
of the original order, “ever since 
creation, the normal expectancy 
date has been nine months... 
and now we’re convinced towers 
take that long, too!” Other re- 
marks included such classics as 
“And don’t think it isn’t fun 
building these days, because it 
isn’t!” 


| 


One Ad Perfumed 


With this “Harassed Herbert” 
type of promotion, Lee Segall suc- 
ceeded in building a reasonably re- 
ceptive audience for the station’s 
delayed opening which took place 
June 8. On Monday, June 9, in 
the Dallas Morning News there 
appeared a 1,250-line ad in two 
colors with the second color per- 
fumed. Heading the ad was the 
statement, “The Air Is Sweeter 
in Dallas.” 

Lee Segall was formerly head 
of Lee Segall Associates, Houston, 
and is the creator of the Dr. I. Q. 
show. 


Pepsi-Cola Sponsors 
Fireworks Ad Display 


Pepsi-Cola Company, New 
York, presented the first com- 
mercially-sponsored program of 
“fireworks display advertising,” 
developed by Unexcelied Chemical 
Corporation, New York, at “Play- 
land,” Rye, N. Y., June 23. The 
company will present additional 
displays later in the season. 

The program opened with a 
greeting to the crowd from Pepsi- 
Cola in burning letters two feet 
high, and ended with a 20-foot 
reproduction in burning, colored 
fireworks of its bottle-cap trade- 
mark. Between the two “com- 
mercials” a spectacular fireworks 
exhibit of noise and color was 
presented, lasting about 20 min- 
utes. 


Plans Potato Drive 


The Louisiana Sweet Potato 
Advertising Agency, Opelousas, 
organized by the state legislature 
in 1942, will promote canned and 
fresh sweet potatoes with color 
ads in newspapers throughout the 
country beginning in September. 
The agency is supported by a two- 


| , 
r 


cent per bushel tax on yams pro- 
duced in the state. 
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It’s a Quonset hut warehouse . . . well stocked with t “Brand Identification Headquarters.” 
° supplies of illuminated point-of-sale signs pro- Our client list reads like a blue book of America’s 


duced by “Neon of Lima” for leading national top advertisers. Yet highly diversified facilities 


advertisers. The displays are drop-shipped to 
dealers all over the country, on a moment's 


and nearly 20 years of experience enable us to 
develop a dynamic dealer sign program to fit any 

budget, large or small. 

WRITE FOR FREE BOOK. Read how Brand 

and Dealer Identification sign programs are de- 


notice. 
Covering 12,500 square feet, this warehouse 
alone is larger than some entire sign factories. 
And it is only one of several warehouses. The s é or 
shipping service rendered by us is typical of the 7 important point-of-sale advertising can fit into 
thorough and complete service advertisers receive your budget. There is no obligation. 


veloped by National Advertisers. Learn how this 


“QUALITY Neon and Fluorescent Signs...in QUANTITY” 


§ Produite_elne. Lima Chia 


New York Office, Circle 57570 * Chicago Office, Ardmore 9400 + Los Angeles Office, Hempstead 4841 


REPRESENTATIVES IN ALL PRINCIPAL CITIES 
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‘Hoosier Traveler’s” Tales 
Point Path to Indiana Sales 


Every Saturday evening at 6:30 o’clock (C.D.S.T.), the “Hoosier 
Traveler” embarks on another visit to an Indiana point-of-interest 
. .- and a host of Hoosier radio dials are twirled to WI BC for 
another lively quarter-hour of Indiana lore. With Actor-Producer 
Sydney Mason as the roving raconteur, the “Hoosier Traveler” 
delves into the fascinating folklore and history of Indiana . . . and 
focuses the attention of the ever-growing W I BC audience on the 
state’s abundant scenic centers and vacation sites. For the sponsor 
whose product is designed for the touring or vacationing trade, 
this bright new WIBC live talent attraction offers a choice op- 
portunity to increase Indiana sales. So, for full information, see 
your John Blair Man. 


JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 


The 
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| 5000 WATTS 
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INDIANAPOLIS NEWS Station 


Endorses Descriptive 
Labels for Frozen Foods 


Paul S. Willis, president of 
Grocery Manufacturers of Amer- 
ica, has endorsed a_ resolution 
adopted by the National Associa- 
tion of Frozen Food Packers at a 
recent convention calling for a de- 
scriptive labeling program for 
frosted foods. Mr. Willis said he 
regards the step as “in the best 
interests of both the shopping pub- 
lic and the grocery industry.” 

GMA approved descriptive 
labeling some time ago, after ex- 
tensive consumer opinion surveys 
revealed that homemakers prefer 
labels which bear adequate de- 
scriptions of the contents of the 
can or package, along with instruc- 
tions as to how to use the product. 


Kenyon & Eckhardt Gets 


Borden Special Products 


Kenyon & Eckhardt, New York, 
has been named to handle the ad- 
vertising of Borden Company’s 
special products division, which 
includes poultry, hog and cattle 
feed supplements. K&E has not 
handled this division before. 


The charm of Aida, Carmen and Madame Butterfly increases 
with each passing year. These scintillating favorites are beloved by 
Cincinnati opera goers. Each opera is endowed with an 
extra sparkle that sets it apart. Each has enjoyed continued acclaim. 
Tested by time, all have earned enviable reputations. 


The Cincinnati Times-Star is an old favorite too. For 108 years 
extra freshness in its pages and added service to readers 
and advertisers have placed it apart. To advertisers and readers 
alike, the Times-Star is their favorite newspaper. 


THE CINCINNATT TIMES-STAR 


OWNERS AND operators OF WK RC anno WCTS 


CHICAGO 1, ILLINOIS 
333 North Michigan Ave. 
Fred D. Burns, Mgr. 


MEMBER OF THE AMERICAN 
NEWSPAPER ADVERTISING NETWORK 


NEW YORK 17, N.Y. 
60 East 42nd Street 
Albert H. Parker, Mgr. 


WEST COAST REPRESENTATIVE 
John E. Lutz, Chicago 11 
435 North Michigan Ave. 


HULBERT TAFT, President 
and Editor-in-Chief 


Advertising Age, July 7, 1947 


More Men Than 
Women Read 
Farm Ads 


‘Washington Farmer' 
Study by ARF Ranks 
Jeep Copy Highest 


NEw YorkK—Advertisements in 
the Jan. 16 issue of the semi- 
monthly Washington Farmer re- 
ceived more attention by men 
than by women, the Advertising 
Research Foundation reports on 
the basis of its second study in the 
Continuing Study of Farm Pub- 
lications. 

The study revealed that the 10 
ads read by the greatest number 
of men obtained an average read- 
ership of 47%, or 11 percentage 
points higher than the 36% aver- 
age for the women’s favorites. 

Men readers of the issue showed 
greater interest in a full-page 
Universal Jeep advertisement 
than in any editorial department, 
feature or news story. Three edi- 
torial pictures were the only 
items in the 32-page issue which 
attracted a greater number of 
/men readers than the Jeep ad of 
| Willys-Overland Motors. Seventy- 
'three per cent of the men looked 
'at this ad (which ranked second 
peteng women with a 54% reader- 
ship). The ad contained five 
|photographs showing how hy- 
'draulic-lift farm implements 
| could be used with a Jeep. 
| 


Tastes Are Similar 


| In most cases, the foundation 
|found, men and women displayed 
‘similar tastes in their reading of 
| the magazine’s advertising. Eight 
/of the 10 most popular ads with 
| the men also were on the women’s 
| best-read list. Eleven ads com- 
| prised the women’s list because 
‘of a tie for 10th position. 

| The different appeals of cer- 
| tain types of advertising were in- 
|dicated by advertisements which 
'did not win places on the best- 
‘read lists of both men and 
| women. The two ads which ap- 
|peared only on the men’s list 
_ advertised tractor tires and a hy- 
‘draulic forage fork. The three 
-ads which placed only on the 
| women’s list advertised a home 
| freezer, enriched flour, and chicks. 
| The advertisement with the 
highest women’s readership was 
/a General Mills half-page for 
|Sperry. Drifted Snow enriched 
‘flour. Its readership of 57% for 
/'women was higher than _ the 
women’s score for anything in 
the issue except for three edi- 
torial departments and nine pic- 
tures. The ad was observed by 
21% of the men, and ranked 11th 
‘in their reading of advertising. 
| Picturing a long-time user of the 
‘flour, the ad gave a recipe and 
suggestions for food preparation. 


Men Put G-E Second 


In the men’s ranking, the first- 
place Universal Jeep ad was fol- 
lpwed by a full-page institutional 
advertisement of the General 
Electric Company. Sixty-nine 
per cent of the men read this ad, 
which ranked fourth with women, 
with a 45% score. Second place 
on the women’s list was won by 
the Jeep ad. 

Safeway Stores, also using a 
‘full-page of institutional copy, 
took third place on the men’s 
roster and ranked fifth with 


women. Its readership score was 
60% for men and 36% for 
women. Makeup imitating the 


front page of a daily newspaper 
was used by a Standard Oil Com- 
pany of California page ad which 
ranked fourth with men (58%) 
and third with women (48%). 
Only four of the issue’s gen- 
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. won positions on the men’s list 
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eral display advertisements con-| 
tained color, but three of them 


of 10 favorites and two placed 
among the most popular ads of 
women. A tractor equipment ad 
of the Ferguson System was the 
highest-scoring color ad in the 
issue. The black-and-blue ad oc- 
cupied the back cover and ob- 
tained a readership of 55% for 
men and 33% for women. 

Women’s readership of editorial 
content was higher than that of 
men. 


Eight Counties Studied 


Interviewing for the Washing- 
ton Farmer study was conducted 
in eight counties of Washington 
11 to 20 days after publication 
of the Jan. 16 issue. The field 
survey and tabulations were made 
by Psychological Corporation. Re- | 
sults of the study have been pub- 
lished in a 56-page report which 
is now being distributed to more 
than 4,000 advertiser, agency and | 
publisher executives. | 

The Advertising Research) 
Foundation, which is sponsored 
by the Association of National 
Advertisers and the American | 
Association of Advertising Agen- | 
cies, conducts the Continuing 
Study of Farm Publications in 
cooperation with the Agricul- 
tural Publishers Association. All 
costs are defrayed by the APA.) 
In September, the foundation will | 
publish Study No. 3, a report on| 
its survey of the May issue of | 
Successful Farming. 


CAR CARDS STUDY FINDS | 
LOCAL AD BEST-READ 

New YorkK—For the first time. 
in nine studies reported in the. 
Advertising Research Founda-. 
tion’s Continuing Study of Trans- | 
portation Advertising, a local ad-| 
vertising card has obtained a 
higher score than any national | 
card in the survey. | 

An advertisement of the Holmes | 
department store, New Orleans, 
featuring its fashion salon, was 
noted by 24% of the city’s basic | 
population, or by 90,000 persons. 
It took first place among women, 
26% of whom saw it, and was 
tied with a Kool cigaret card for | 
second place honors among men, 
with a readership figure of 23%. | 

The study was conducted in 
cooperation with the National As- 
sociation of Transportation Ad- 
vertising and Transportation Ad- 
vertising, Inc. Cards were dis- 
played in vehicles of the New Or- 
leans Public Service. The next. 
report, Study No. 10, will cover 
a survey of Buffalo. 


To Limit Operations 


The Appliance Corporation of 
America, Milwaukee, which has 
a cooperative arrangement for 
the manufacture of washing ma- 
chines with Barlow & Seelig Mfg. 
Company, Ripon, Wis., plans to 
discontinue its manufacturing 
and sales operations. It will con- 
tinue as an engineering research 
and patent licensing organization. 


joins Honig-Cooper 

Frank L. McKibbin Jr., for- 
merly assistant to the vice-presi- 
dent in charge of sales of Ben 
Hur Products, Los Angeles, has 
joined the Los Angeles office of 
Honig-Cooper Company as ac- 
count executive in its grocery 
products division. 


Goya Names Jarvis 

Goya, London perfumer, has ap- 
pointed Albert Jarvis Ltd., To- 
ronto, to direct Canadian adver- 
tising for Goya perfumes, using 
newspapers, national magazines 
and business papers. 


Deer to Fisher Agency 


Norman W. Deer, formerly art 
director at Maclean-Hunter Pub- 
lishing Company, Toronto, has 
been appointed art director of the 
James Fisher Company, Toronto 
agency. 


JWT Appoints Adams 


Al Adams, formerly with War- 
ner Brothers and RKO Radio Pic- 
tures, has been appointed head 
of the eastern motion picture ad- 
vertising unit of J. Walter 
Thompson Company, New York. 


Maharr Appoints Ellis 


Maharr Products, Inc., Buffalo, 
manufacturer of display units, has 
appointed Ellis Advertising Com- 
pany, Buffalo, to handle its ad- 
vertising. 


To Davis-Fisher-Kayne 

Totsapparel Mfg. Company, 
maker of boys’ shirts and pajamas, 
has placed its advertising with 
Davis-Fisher-Kayne, Chicago. 
Trade publications and direct mail 
will be used for a campaign to be 
launched in August. 


Miller Joins Morrill 


Anthony H. Miller, for eight 
years in the newspaper ink busi- 
ness, has joined the Geo. H. Mor- 
rill division of Sun Chemical Cor- 
poration, New York, as eastern 
sales representative. 


‘Parents’’ Boosts Rates 


Parents’ will increase its circu- 
lation guarantee from 1,000,000 to 
1,150,000, effective with the Jan- 
uary, 1948, issue. The black-and- 
white page rate will increase from 
$3,550 to $4,050. 


Moran Resigns NADA 


Lee Moran, executive  vice- 
president of the National Auto- 
mobile Dealers Association, Wash- 
ington, has resigned his NADA 
post in order to return to pri- 
vate sales and distribution work. 
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INFLUENCE 


THE BUYING 
HABITS OF 


17,000 
COUNTY 
AGENTS 


AGRICULTURAL 
TEACHERS 


FARM 
FAMILIES 


FARMING 
METHODS 


WATT Publishing Co. 
MOUNT MORRIS, ILL. 


@ Kids can tell Bulova before they can tell 


time. Mothers call Junior to supper by Bulova watch 


time. Even the Old Man wakes up.. 


-“courtesy of 


Bulova.” And it’s been that way for years and years. 


Does it pay off? Just check Bulova sales. Or 
ask them what they think of Spot Radio, which 


Bulova helped pioneer in 1927. . 


. 20 years ago. 


Here’s why: Bulova and the Biow Company, Inc., its 


agency, take this powerful selling force and move 
it fast... when and where they want it. They pick 
markets where competition is tough or where 
money is easy. They hit gift seasons hard every- 
where. And they sell the millions that buy... 


time after time. 


Spot Radio can do the same for you. Ask 


your John Blair man. 
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Cling Peach Board | Names Howard Agency | the Pacific Northwest market, us- 


House Beautiful curtains, New “ eeweeree 208 is b agape soe 
: , ie 3 h., plus 
Puts Big Budget | York, has appointed E. T. Howard CAGES Som, Ba, Wes P 


Wa a radio show, “Dude Ranch.” Gar- 
Behi d N C pegs wentinn Gamer aon field & Guild, San Francisco, is 
| . nd | th ; 
in ew rop business magazines will be used, | si jintlaaialieisaainads 
San Francisco—California cling | with a campaign in women’s pub- | ‘ ‘ 
peach sales will be promoted dur-|lications now being prepared for | Joins Son De Regger 
ing the coming year by an adver-_| insertion in late summer. | Fred D. Carl, formerly in the 
tising and merchandising budget aor ae Prrtigee ae | oo Bor 
. . T 
of $1,000,000. ac mg| Food Firm Starts Drive | ment,of. the Des Moines Register 
the msl rg ag a We nr Southwest Food Products Com- account executive of Son De Reg- 
ne past years campaign, which! pany, Long Beach, Cal. has|ger Advertising Agency, Des 
was successful in moving last 


Sundial ‘Package’ 
Helps Stores Sell 


Boston—In preparation for the 
fall selling season, Sundial Shoe 
Company here is offering its deal- 
ers a comprehensive merchandis- 
ing package ranging from counter 
display suggestions to plans and 
specifications for store construc- 
tion. 

Theme of the dealer promotional 
service is the company’s policy of 
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“One name—One line—One mer- 
chandising policy.” All .of the 
company’s shoes are sold under the 
single name Sundial, and news- 
paper mats featuring latest styles 
are based on the slogan. 
Transcriptions for dealer-spon- 
sored radio spot advertising, coun- 
ter cards, store front signs and 
wall units are included in the 
package. The company’s store 
planning service is set up to offer 
blueprints, sketches and consulta- 
| tion for display windows, exterior 


, : started an extensive campaign in! Moines. 
year’s heavy pack, according to 


W. J. Edinger, chairman of the 


Cling Peach Advisory Board. 


The merchandising program di- | 


rected by the Cling Peach Ad- 
visory Board is financed by all 
growers and canners of cling 
peaches in California. Promotion 
is conducted without reference to 
brands and is pointed toward en- 
hancing the consumer’s appetite 
for all California clings. 

As the new crop approaches 
maturity, preliminary estimates 
indicate a harvest at least equal 
to last year’s bumper crop. 

A big push in October, timed 
to accompany the new stocks to 
the country’s grocery shelves, 
will open this year’s campaign. 
The advertising schedule calls for 
color ads in a large group of 
women’s magazines from October 
to June. In addition, nationwide 
promotions with related grocery 
items are set for November, Jan- 
uary, February and May, using 
Sunday supplements for full-page 
color ads. 

California fruit cocktail will be 
featured in one of this year’s four 
major promotions. 

In preparing for the job of mov- 
ing the heavy crop, the board is 
also adding men to its merchan- 
dising field force. 

Batten, Barton, Durstine & Os- 
born, here, is in charge of the 
account. 


Foundry Names Pence 


George D. Pence, director of 
special activities of Willys-Over- 
land Motors, has been named 
president of the Wilson Foundry 
& Machine Company, Pontiac, 
Mich., succeeding Wallace O. 
Leonard, who has resigned. J. G. 


Paule, assistant general manager, | 


has been appointed general man- 
ager of the foundry. Both ap- 
pointments are effective July 15. 


PRINTING 


— WHITEHALL — 


2300 


N IMPOSING group of successful 
advertising executives find this 

a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 


to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you—at a saving of time, trouble 
and money. Phone Whitehall 2300. 


FAITHORN 


CORPORATION 


AD-SETTING - ENGRAVING + PRINTING 
400 N. RUSH ST., CHICAGO, WHitehall 2300 
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By any standard, day or night, NBC is America’s No. 1 Network 
... and the higher the standard, the greater is NBC’s superiority 


For thé first time, a research organization supported by the entire in- 
dustry has measured—on a uniform basis—the number and location of 
all radio families comprising the weekly listening audience of each 


U. S. radio station and network. 


In those counties where 75°% or more of the radio families listen to 
any of the four major networks ‘one or more times a week,” NBC 
leads by a wide margin—ranging from a 33% advantage over Net- 


“d? 


work “A” at night to a 322% advantage over Network “C” in the day. 


The charts opposite present a comparative picture of listening based on 


this high standard of 759, and over—a much more significant basis for 


comparison than any lower level. However, even on the minimum 


basis of 109%, NBC has a dominant advantage over all other networks.* 


How much more? Audience figures released by BMB are based on 
listening ‘“‘one or more times a ‘week.’’ How much more do people 
actually listen to NBC? Facts on that subject and many others are in- 


cluded in NBC’s detailed booklet on the BMB survey to be issued shortly. 


' 


*Complete results of this survey are contained in “Netswvork Area Report” recently published by the Broadcast Meas- 
urement Bureau. The only total audience figures shozen in this report are based on the level of 10% and over: Night- 
time; NBC—31,127,940; Network “A” —27,680,570; Network “ B” —22,056,690; Network “C” —19,161,830. 
Daytime; NBC—27,888,770; Network “A” —25,261,730; Network “B” —21,557,990; Network “C” —19,160,200, 


AMERICA’S NO. 1 NETWORK 


| 


BMB provides further f¢ 
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designs, floor plans, stock shelv- 
ing, illumination and wall decora-. 
tion. 


Open Radio Office 

Richard S. Railton, formerly in 
charge of Pacific Coast operations 
of Katz Agency, Inc., media rep- 
resentative, and Lowell E. Jack- 
son, formerly vice-president of 
Katz in the Chicago office, have 
opened a radio station representa- 
tives office in San Francisco, with 
temporary headquarters in the 


Monadnock building. 


Mr. Railton at Katz. 


McKay Joins Buchanan 


Helen McKay, formerly with J. 
Walter Thompson Company, has 
joined the copy staff of Buchanan 
& Co., New York. Miss McKay 
was previously assistant advertis- 
ing manager of I. Magnin & Co., 
Hollywood, and advertising man- 
ager of Macy’s children’s division. 


Donald 
Staley, formerly on the network 
staff of Columbia Broadcasting 
System, San Francisco, succeeds 


Westinghouse 
Drive to Feature 
‘Light Your House’ 


PITTSBURGH— Westinghouse Elec- 
tric Corporation will launch one 
of its largest campaigns this fall 
to promote a new theme for its 
lamps. 

“Light Your House with West- 
inghouse—the Name You Know in 
Lamps” will be promoted in 


|Magazines, radio, trade publica- | 


tions and a new Westinghouse 
medium — railroad station dio- 
ramas. Direct mail and dealer 
displays are also being prepared. 

The schedule includes full-color 
pages and half pages in six issues 
of This Week Magazine from) 
Sept. 14 to Dec. 7; full-color and 
black-and-white pages in the 
same period in Life and Time; a 
total of 112 page advertisements 
in business papers, and lamp com- 
mercials five times weekly on, 


rt proof... 
\ 


ORK 


NIGHTTIME 


radio families. 


NBC has a 33% advantage over 
Network A or 7,426,530 more 


ated 


DAYTIME 


NBC has a 57% advantage over 
Network A. The NBC daytime 
audience is larger than any other 
network’s nighttime audience. 


Audience in counties where 75% and over of the radio families listen ‘one or more times a week.” 


NIGHTTIME DAYTIME 
CERES U. 5. RADIO PAMILIES* AUSIENCE U. 5. RADIO FAMILIES 
NBC 30,116,240 89% 22,856,940 67% 
Network A 22,689,710 67% 14,558,050 43% 
Network B 12,716,480 33% 9,003,670 26% 
Network C 8,499,130 25% 5,421,670 16% 


*Total radio families January 1946—33,998,000 as estimated by BMB. A more recent survey indicates that as of 


January 1947 there were 35,900,000 radio 


A Service of Radio 
Corporation of America 


families or 93% of all U. S families. 


ZS... the National Broadcasting Company 
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Westinghouse’s “Ted Malone?” 
program, heard now: at 11:45-12 
a.m., CDT, on ABC. 


Dioramas in 10 Cities 


The diorama campaign will put 
the new theme and the company’s 
“See-ability House” on display in 
stations in New York, Chicago, 
Boston, Cleveland, Detroit, Pitts- 
burgh, Cincinnati, Atlanta, St. 
Louis and Washington. In all 
ads, the “Light Your House’”’ slo- 
gan will be teamed with the 
“storybook” home illustrations 
promoted by the company. 

Herbert E. Plishker, manager of 
advertising and sales promotion 
for the Westinghouse lamp divi- 
sion, said that “for the first time 
since before the war we now have 
ample products to meet demand 
in almost every line of lamps.” 
New plants being built at Little. 
Rock, Ark., and Richmond, Va., 
he declared, will further expand 
output, already at an all-time 
high. 

Fuller & Smith & Ross handles 
the account. 


Tide Water Dealers 
Add Raybestos Line 


Station dealers of Tide Water 
Associated -Oil Company, New 
York who, a few months ago, be- 
gan marketing exclusively U. S. 
Rubber Company’s Federal tires, 
have added to their list of acces- 
sories the Raybestos line of fan 
belts and straight radiator hose. 

Eight sizes will be carried in 
stock in Tide Water’s bulk plants, 
along with the three-foot lengths 
of straight hose. 


Appoints Hendricks 

Isabella Hendricks, former 
writer and columnist for Minne- 
apolis newspapers, has been ap- 
pointed head of the newly created 
consumer education department 
of the Western Growers Associa- 
tion, Los Angeles. 


May We Suggest 


Now is the time to employ our counsel and 
services to insure best acceptance, maximum 
use, consistent results. 

We are a Display Agency and cooperate 
fully with your advertising agency to “Pipe- 
in” the force of national advertising. 


36 Pages .. . 420 Pictures 
...an Exhibit of Performance. 
3 Write for a copy of it Today 
on your business letterhead. 


318 HN. JUSTINE STREET 
CHICAGO 7, ILL. 


America's Largest Organization Specializing in Merchandise Presentation 
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NETTING hn 


| EXPANDED COVERAGE 


Wr corences 


WSBT is bringing thousands of new 
listeners into its — audience. These 


newcomers are welcomed by friendly 
| Around the Lake »yromotion in their own communities. 
| A ~ 2 SBT was a good buy at 1000 watts. 
| ACTOSS the State on / Now, at 5000 watts, it’s unbeatable. 
/ Down beyond the f 


| Wabash 


PAUL H. RAYMER COMPANY 
NATIONAL REPRESENTATIVE 


Gets Part of Nabisco 


| A new summer campaign for 
Nabisco shredded wheat, made by 
National Biscuit Company, is be- 
ing placed in western dailies by 
the San Francisco office of Mc- 
Cann-Erickson. The remainder of 
the company’s western advertis- 
ing will continue to be handled 
by Botsford, Constantine & Gard- 
ner, San Francisco. 


Transfers Fisher 


Richard E. Fisher, American 
Airlines public relations repre- 
sentative, has been transferred 
from the company’s New York 
office to San Francisco. Amer- 
ican will inaugurate a service in 
the San Francisco area early this 
month, and an extensive public 
relations program will be launched 
at that time. 


Risdon Names Tyson 


Risdon Mfg. Company, Nau- 
gatuck, Conn., has appointed O. S. 
Tyson & Co., New York, to handle 
sales promotion and advertising of 
safety pins and other products of 
'its wire goods plant. 


— 
“There's only one shoe with a story like this!” 


The world’s most widely 
known products 

are advertised in 

the world’s most widely 
read magazine 


“THERE'S ONLY ONE SHOE | 
with a story uke THIS! 


The Selby Shoe Company advertise- 
ment prepared by Hawkins Adver- 
tising Pty., Ltd., Sydney, Australia, 
for the Australian edition of 

The Reader’s Digest. 


«? 
We ss 
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Scat SHOE Co., BERKSHIRE KNITTING MILLs, 
JOHNSON & JOHNSON, DOUGLAS AIRCRAFT Co., 
InNc.—these names you know well are rapidly be- 
coming well-known in other countries, too ... 
through their advertising in one or more of the 11 
International Editions of The Reader’s Digest. 


These advertisers use The Reader’s Digest because 
they know that its International Editions: 


e Reach more than 2% million people in 42 countries 
e@ Influence the leaders in every country 


@ Speak in the language of each country—a cardinal 
principle of export 


An ever-growing magazine in a growing world mar- 
ket, The Reader’s Digest offers American exporters 
a strong voice overseas. 


International Editions of 


The READER’S DIGEST 


THE WORLD’S MOST WIDELY READ MAGAZINE 


Australian Edition of The Reader’s Digest 


Guaranteed net paid circulation 100,000... most widely 
read magazine in Australia, reaching able-to-buy fam- 
ilies at rates as low as $2.75 per thousand. 


Published also in British, Spanish, Portuguese, 
French, French-Canadian, Danish, Swedish, Finnish, 
Norwegian, Arabic and Japanese editions. 


For rates, list of advertisers and other information, ad- 
dress: The Reader’s Digest International Editions, Inc., 
500 Fifth Ave., New York 18, N. Y., Lackawanna 4-0900, 
or 333 N. Michigan Ave., Chicago 1, Ill., Dearborn 8331, 


Part of Every Dollar You Get Comes from World Trade 
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Paraffined Carton 
Council, Launches 


Consumer Drive 


NEw YorK— The Paraffined 
Carton Research Council, com- 
posed of 10 manufacturers of 
paraffined cartons for butter, mar- 
garine, ice cream and other food 
products, will inaugurate its third 
year of activities with its first 
consumer magazine advertising. 
Advertisements, which began 
with July issues, appear in Good 
Housekeeping, Ladies’ Home Jour- 
nal, and True Story. 

In addition, 72 full-page adver- 
tisements will be scheduled in 
business papers, a medium used 
since the council was formed two 
years ago in anticipation of the 
trend to. self-service stores, 
wherein display becomes a major 
factor in merchandising and sales. 
On the business paper list are 
American Butter Review, Chain 
Store Age, Creamery Journal, 
Dairy Record, Food Topics, Na- 
tional Butter & Cheese Journal, 


National Grocers Bulletin, and 
Supermarket Merchandising. Ivan 
Hill, Chicago, has handled the ad- 
vertising since the program’s in- 
| ception. 


Sponsors Research Projects 


| The council is going also into 
its second year of a consumer 
education program, conducted by 
| Dudley, Anderson & Yutzy, New 
York, in women’s pages of na- 
| anal and sectional magazines, 
| daily newspapers, house organs 
/and radio. Research projects are 
| also in progress at the Univer- 
| sities of Minnesota and Wisconsin, 
|/and Ohio State University. 
Norman F. Hartmann of Butler 
| Paper Products Company, Toledo, 
|is chairman of the committee 
| which has formulated advertising 
| and publicity plans, and allocated 
| the research funds. Fees to carry 
/on the council’s work are paid on 
| 2 pro-rata basis by member firms, 
/ based on their volume of carton 
|sales to butter and margarine 
| manufacturers. 
| Member firms, in addition to 
|Butler, are Bloomer Bros. Com- 
pany, Newark, N. Y.; Burd & 
'Fletcher Company, Kansas City, 
|Mo.; Chicago Carton Company; 
/Container Corporation of Amer- 
‘ica, Chicago; Fibreboard Prod- 
_ucts, San Francisco; Marathon 
| Corporation, Menasha, Wis.; Mich- 
/igan Carton Company, Battle 
Creek; Richardson-Taylor-Globe 
| Corporation, Cincinnati, and Suth- 
|erland Paper Company, Kala- 
| mazoo. 


| Pillsbury Names Mullen 


Dorothy Muir Mullen, formerly 
| assistant to the publicity and pro- 
_ motion director of the Minne- 
| apolis Chamber of Commerce, has 
been appointed news assistant of 

Pillsbury Mills, Minneapolis. 


Drops the ‘Journal’ 

Stockholders of the Minneapolis 
|Star-Journal & Tribune Com- 
|pany have approved the change 
|of the company’s corporate title 
to Minneapolis Star & Tribune 
| Company. 


;* _———————— 

| Appoints Mercready 

| Mercready & Co., Newark, has 

| been appointed to handle the ad- 

| vertising of Yorke Seating Com- 

‘pany, Irvington, N. J., manufac- 
turer of plastic sanitary equip- 

| ment. 


Joins Airline Foods 

Philip Van Kuller, formerly re- 
| gional sales manager of O-Cedar 
| Corporation, has joined Airline 
| Foods Corporation, New York, in 
'the same capacity. 


| . . 
KEEN Begins Operation 

| Station KEEN, San Jose, Cal., 
1,000-watt, independent AM sta- 
| tion on 1370 ke., made its broad- 
|cast debut June 21. 


| 
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The Brand Sells 
3/4 of Sheets, 
Pepperell Says 


Boston — In the seven years 
from 1940 through 1946, advertis- 
ing of sheets in national maga- 
zines has jumped nearly 200%, 
Pepperell Mfg. Company has re- 
ported. 

The increase for the _ sheet- 
manufacturing industry in maga- 
zine advertising is up greatly this 
year over last, the company as- 
serts. 


| its monthly house organ, “it is 
|evident that stores stocking well- 


customer appeal. 

“The whole basis of consumer 
buying has taken rapid strides 
during the past several years and 
national brands are now dominat- 
ing the sheet market as they are 
in practically all other markets.” 


Coghlan Joins R&R 


Reginald V. Coghlan, formerly 
copy supervisor of Compton Ad- 


known sheet brands are in the| 
wholesome position of having | 
merchandise that has a definite | 


McKesson & Robbins and Beacon 
Chemical Corporation in sales and 
advertising capacities, has joined 


: insistence or brand) the copy staff of Ruthrauff & 
recognition,” Pepperell declares in Ryan, New York. 


“Considering that approxi-|Vertising, New York, and with | 
mately 78% of all purchases made | 
by the public are selected either | 
on brand 


Over 37,000 circulation, in- 

cluding 25,000 league and 2515 

city association officials. The only 

magazine with 100% coverage of 
\\. 5336 certified Bowling establishments. 
~< Bowling market, wide open after 


~ four years, produces $291 ,000,- 
NOO annually—three times as much 
as pro baseball. 


Write for our latest rate card today. 


wwlN THE 1-3 POCKET Ever Teme 
| Sf | 


Official Publication of 


THE BOWLER’S MAGAZINE 
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C 
O WH, VA AMERICAN BOWLING CONGRESS 
- 2200 NORTH THIRD STREET 


MILWAUKEE 12, WISCONSIN 


TEST—R. T. French Co., Rochester, 

N. Y., is testing its.new French's instant 

potato with this ad in Syracuse and 

Rochester, N. Y., and Youngstown, O. 

The product was introduced in Roches- 

ter last fall. J. Walter Thompson Co., 
New York, is the agency. 


Canadian Papers’ 
Display Test Ups 
Drug Sales 70% 


Toronto—A_ two-week drug 
store window display test con- 
ducted by members of the Ca- 
nadian Daily Newspapers Asso- | 
ciation increased sales 69.8%, the | 
CDNA has reported. 

As a result, CDNA members | 
are being urged to arrange with 
druggists to handle their window 
displays one week a_= month) 
throughout the year on a basis | 
similar to that of the test. 

To prove to druggists that dis- 
plays of related items, seasonal 
merchandise and tying in displays | 
with newspaper ads pays divi-| 
dends, the CNPA arranged 
through member papers in 18 Ca- 
nadian cities to take over display | 
windows in various drug stores 
for two weeks. | 

Groups of from 15 to 24 na- 
tionally advertised, seasonal items 
were put on display and store 
windows were dressed with dis- 
play cards showing newspaper 
ads on the merchandise. Elliott- | 
Heynes Ltd., research consultant 
organization, checked the in- | 
crease in sales. | 

The test also showed the fol-| 
lowing percentage gain in sales) 
resulting from various themes. 
promoted: Vacation needs, 76% | 
gain; “buy the largest size,” 
95.8%; ‘nationally advertised,” 
31%, and “protect your health,” 
76.5%. 


Richards Becomes 
Ruppert Ad Head 


Walter W. Richards, for five 
years a member of the executive 
advertising staff of the Coca-Cola 
Company, has joined the Jacob 
Ruppert Brewing Company to di- 
rect advertising, merchandising 
and public relations. 

Mr. Richards started his ad-| 
vertising career as assistant ad- 
vertising manager of Pabst Brew- 
ing Company, Milwaukee. 


Heads Demmler Brothers | 


Louis F. Demmler has resigned | 
as director of research and mer- | 
chandising of Ketchum, MacLeod 
& Grove, Pittsburgh agency, to be- 
come president of Demmler 
Brothers Company, distributor of 
sheet metal, roofing and heating | 
supplies. William R. Parker, 
formerly assistant manager of 
market research of Koppers Com- 
pany, has been named to succeed 
Mr. Demmler. 


Fisher Opens PR Office 


R. E. Fisher, formerly vice- | 
president in charge of public re- 
lations and sales of Pacific Gas 
& Electric Company, San Fran- 
cisco, has opened his own public 
relations office in the Merchants | 
Exchange building, San Francisco. | 


FURNITURE 


Narn Queeedn\ 


s 
A spectacular sales increase of 275% 


in eight years and a paralleled upgrading 
in clientele .. . that’s the successful record 
of Portland’s Gevurtz Furniture Co. 
Now among the leading Pacific Northwest 
furniture stores, sales success has come 
through smart merchandising and forceful 
advertising featuring established brands. 
Cash-register returns have demonstrated 
for Gevurtz the profit potential of 

The Oregonian’s proved selling power... 


AWAY 


‘\ 
Ss 


have led the store to place the dominant 
share of its advertising budget in this 
medium. The good news papering qualities 
that have built potent readership and 
circulation leadership for The Oregonian 
have also produced sales success for its 
advertisers. Place it at the top of your 
advertising must list to sell the big 
Oregon Market effectively. 


TAK OA \ Apu HON Wn 


The Oregonian 


PORTLAND, OREGON 


The Great Newspaper of the West 
Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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Cinrock Names Martin 


George Homer Martin Associ- 
ates, Newark, has been named to 
direct the advertising of Cinrock 
Machinery, Inc., Newark, machine 
tool distributor. Direct mail will 
be used. 


Write for information on 


e2t-STIK 


T.M.Reg. U.S. Pat. Off. 
Self-adhesive displays 


SIMON ADHESIVE PRODUCTS CORP. 
220 Fifth Avenue, New York I, N.Y. 


Rogers Transferred 


R. W. Rogers, formerly sales 
manager of the industrial glass- 
ware division of Libbey Glass di- 
vision of Owens-Illinois Glass 
|Company, Toledo, has been ap- 
, pointed sales manager of the in- 
| dustrial and electronics division 
| of Kimble Glass division of 
| Owens-Illinois. 


‘Paper Container to Best 


Paper Container Mfg. Company, 
Chicago, manufacturer of paper 
cups and holders, has placed its 
advertising with Gordon Best 
/Company, Chicago. 


over a 14,000 square 


PHILADELPHIA'S PIONEER VOICE 


REPRESENTED NATIONALLY 


area? 


BY GEO. P. HOLLINGBERY CO. 


BEAUTY SEEKERS—Looking over entries in the Peggy Sage Raving Beauty contest are (left to right) Helen Gilmore, 

Photoplay editor; Peggy Sage, head of the well-known beauty house; Adele Whitely Fletcher, Photoplay associate editor; 

Tris Dunn, ad manager of Northam Warren Co.; Herb Drake, vice-president of Macfadden Publications; Northam Warren 

Jr., vice-president of Northam Warren Co.; Harry Muller, vice-president of the Abbott Kimball Co.; Jackie Neben, Mac- 

fadden publicity, and Henrietta Amos, Abbott Kimball account executive. Winning "rave" will receive a Paramount 
screen test and trip to Hollywood. 


good will is increased by ade- | June 23 issue of Life. This cam- 
quacy of the repair service. Deal- paign is designed to make the 


Perfection Stove 


1 ers are advised also to keep ample | American people aware of the ne- 
Bp r omotes Deaier | stocks of repair parts while pro- | cessity of world trade to a healthy 
~| = moting them. | national economy. 
Repair Service | 


CLEVELAND—Perfection Stove Three Appoint Golnick 


Company has begun a campaign, Leon S. Golnick & Associates, 
among its dealers to promote re- Baltimore and New York, has 
pair service on Perfection prod-| been appointed to handle the ad- 
ucts, which include ranges, cook Vertising of Prismo Safety Cor- 
stoves, space heaters, ovens and Poration, Huntingdon, Pa., maker 

talte enters. of safety reflective material; 
yee : Cumberland Brewing Company, 

Among materials newly sent to | Cumberland, Md.; and Rose Jew- 
dealers are large show cards il-| elers, Baltimore. 


lustrating important repair parts, | 


joven streamers, counter dis- | Backs Ad Council Theme 
are Ow. | Bristol-Myers Company, New 

Dealers are told that they can | York, ran a full-page advertise- 
benefit not alone by sale of repair) ment) voicing support of the 
parts but by selling more Perfec- world trade and travel campaign 
tion appliances in the future as, of the Advertising Council, in the | 


Building | 
SUPPLY NEWS 


JOHN MILLER 


'.  @BOaetsaeateo wawrti 


From Washington State’s news photographers, hundreds 


‘ ot 7? Sager: => : oe re 
, et aa ; 


KENNETH 
HARRIS 


of photos were entered in the Washington State Press Club’s 
1946 Awards for Distinguished Photography. Again, as in 
the previous year, Post-Intelligencer cameraman took the 


lion’s share of prizes, winning three of the six awards given, 


with Kenneth Harris taking first place for news shots while . 


Stuart Hertz and John Miller took awards in the sports and 


feature divisions. 


Good writing and good pictures make a 


great newspaper ....two reasons why The Seattle Post-Intelligencer 
is “everybody’s newspaper” in the Pacific Northwest. 


Post-Intelligencer ¢ 


ONALLY BY HEARST ADVERTI 


NG SERVICE 


Pa ee ee ee ae ee eae ee aan ot to Oh Gh fete ha — 1 O39 Pt et OD bh. ee >. 


i ae ee oe oa? Sia eager. Pars} ek . , Fea §. COE ioe @ Bak se MP iC paren ee, sfoks Saye sc Reb ae ee Rats Bee pe td Sie cf ne Car re ty ay he 
riot ile’ i ante 2 ee Bi : r ihe’, Pg apie ORs 5, Rien ee $ [ Py cigt eabecteme k Sa Slee Tea wig ir hee wih ons Bh Rae ae RCs ge ERE be CE be ee TS a a i 
si Macs A crite tele gem elie eke Ses a tock ae ROE ROE a a fs eae 2 ee ah ee 2 ; "ee Nar rk S : AST a Bish > i 
Ke eee Se ra Rms bilge Se oe Nadie i Ae ae Se x Paid <2 JPEG Piece ren tei eas Dlipoy Gt tas a fe 
ee. : . — a ; 
ee 
spay Sie 
oe : Advertising Age, July 7, 1947 
wes a 5 
‘ 2 See ee ee ee 4 : ‘ - * & ae 4 ime 
fet ee ee Oe cae eae Ce penccremapcresessraas a re 
heer im es Gay a = seit 4 4 . Se. @ le BE 3 E ie ce + pee wv ee % m4 se eter 
fees ae a ee — & —o. | - - pines a io eee . M8 
i aie ae j=. ee - & Fi Tse a 
at E ie ee Sana? eS P —— POPE. gear = ‘Shiner ee, .. Jee cae ? 
Lethe cs Pas a 3 é am - oon ete Ps Saag ed te mi . RE gee - ee 
i a ee ss . ‘i * PR stem ae = = 4 a - ae x LF #e fs ee eg 2 Wes q sg po : 3 4 
ae a ae ‘ : : ; Bo ere ee ae, ” a ; 
eae BU 2 et Sous ga’ es le Beet: Pe ee oS ae omens + a Fe ue > oa 
P | : ie ae yi * pes 7" . 7 + “ag - ae oe oo = #3 e = 4 es 2 om Ci os ibs ye 
sheng nent sho: a ~ eee ApS * 1 z it. > 5 ae 5 
¥ rr ree ee a “ee sy Le ee 
4 ( = i oe } oid te) ee * Sea - / rot he = i fae a Tie ss 
ee bs Bas ae a ” a page PS ee ae fo, ee i i! 
bier > ra ‘ sl i . sero he Si ae ae i se 
i : } NE 0 a > 
é ti “wy Ege? ia _ acs: Fe ~~ / a ee eS ee 
= 3 ey. > neg a a . 
. z F : oa = Se eg Peace ‘ . OR Ba song aS ie ee Pi ae a a 
ow sm bo SR i ae a fa es or a 5 a 
: s . 4 eee a tee. : a ae A a 
e . i a ae al me "ne a ao. Ae 
| | 
. } 
ae 
: Po 
= | 
F 
ore f . 
i 3 
7 Pn t | 
| x \s :y 
| | G | 
| eee wanta | “ ADVER IS | 
im | i | 
sa bd 
. leap all ¥ | BECAUSE IT'S 
So | ITs REA 
| 
mile sales i 
= i ee 
: I 
| 
* | 
end J : Pe es a Lai re irae yee oo ; Mle. 
ae ey % ce A eee Poet F eee eal ' ee, — S 
: She ee ay ee er ae Sa eee 
_ a EW we Rey bell i Ugh bese ‘ 7 re \ 
a, % ’ 5 ha 
a = ; j he 4 %, 7 4 =e - 
= ~ a . o : bi oM 
n ued lhe . 4 4 
ae, . pet EN rs nie. « : * es ‘ “ me f ae 
7 oe PA Te ae eo po ae en Teo eo ee ee eas ae ge eee “pepe | A wi Wille Bear yt a ie Ae ar _— ; ? ; 7 
or — pepe ot a!” | | Serine aa ae os nome eet ee ay ies favs tenth aon Se a ee Bam as ee ep = ae Be’ 2c iee 
oa a Pe se 2, ee et eee, iid ce a a 5 ~~ F ~ % . . 
aa een iia ii as oe a % ts i 
: a 4 _ le ss te a i > 
” ae ° : a F . oe os 2 a Fe ia : 
a ee tege ae Py Lael “4 nd Pei oa } 
eS hs eh " & 7 ny ~ Pt! 
: Ete poe 4 ee i of us . Zo 
7 ores i. — Fe : 4 . 4 
: EAT ie TR . ” ‘ghd; 9 2 
a ose aE eh Tle, ease = if toca = Pe pee its : . ae EY ik ~< oa ; er, WH ‘¢ 
=. . RR F a ttc Mahe: on ss ee a Ma: i j ee 
as e we ’ e.. ‘ Cl eal is Saad ae Pegs: ‘ ON as oes eles, } » 
gee 7 et ; es is 5) 
Jag f, , As ys f 
‘ : em Ne S s 
ne : he ‘ ee Sat “ 4 od % 
<f te ee. i 
; ee ' a 
be a Me at e: i ore: 
™ Ss TUART 
» ae ee HERTZ 
eae, ae 
ie we pe “; _—S 
ik.  * io “ ie x 
{> g ys : 
ee eg a ia ~ ; 
ae - te” ae i “ “ 
bey ne ’ Ry 2 ail Y ’ 
vie 2k a ’ 
cy ee cee ¥ 
peta Fe 
eet ‘ = 
Pe ei Ss i — 
a a ee 
bape. 
=i a a 
a i 
a . “in 
~~ ~ # 
: 4 2 
A we ; ; r mt \ 


Catholic Boy, Minneapolis; 
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177 More Firms 
Modernize ‘46 . 
Annual Reports 


NEw YorkK—Progress in mod- 
ernizing corporation annual re- 
ports continued at an accelerated 
pace last year, as indicated by the 
annual survey of 1946 financial 
statements recently completed by 
Weston Smith, business editor of 
Financial World. 

‘This year’s survey, the seventh, 
is featured by the largest number 
of corporations, which have for- 
saken stereotyped formats of 
many years, changed to informa- 
tive and attractive brochures, re- 
ports Mr. Smith. 

Included ‘in the 177 new addi- 
tions to the list of “modernized” 
reports are such familiar names as | 
Atlantic Refining, Burroughs Add- 
ing Machine, Chase National Bank 
of New York, Delaware, Lacka- 
wanna & Western Railroad, P. 
Lorillard Company, New York, 
New Haven & Hartford Railroad, 
and R. J. Reynolds Tobacco Com- 
pany. 

More than 3,500 colorful year- 
books and plainly printed book- | 
lets, pamphlets and folders, each | 
designated as an annual report 
for 1946, were submitted in the 
largest contest ever conducted by | 
the publication. Of the 1,750 re- 
ports considered in the initial | 
judging in three classifications, | 
758, or 43%, were rated as “mod- | 
ern” and will receive “highest | 
merit award” citations, while 526, | 
or 30%, were “improved” and will | 
be awarded “honorable mention” 
certificates. Those in the ‘“un- 
changed” category totaled 466 re- 
ports, or 27%. 

The 758 “modern” reports will 
be turned over to an independent 
board of judges for their selec- 
tions of the “best of industry” 
awards in 100 industrial classifica- 
tions. Findings will be announced 
Oct. 10 at the Financial World an- 
nual awards banquet in Hotel | 
Pennsylvania here. 


Audit Bureau Adds 


Nineteen Members 


The Audit Bureau of Circula- 
tions has added the following 
new members: Advertising Agen- 
cies—Robert W. Orr & Associates, 
New York; Hugo Scheibner, Los 
Angeles. Advertiser—Rexall Drug 
Company, Los Angeles. News- 
papers — Daily Racing Form, 
Houston; Morning Star, Green- 
wood, Miss.; Post, Wilmington, 
N. C.; Sun, Clearwater, Fla.; Daily | 
Commercial News and Building 
Record, Toronto; Sun, Vancouver, 
Wash. 

Others 


Magazines — The | 
The | 
Catholic Miss of America, Minne- | 
apolis; Comprehension, Montreal; | 
Junior Bazaar, New York. Busi-| 
ness Papers—The Catholic School 
Journal, Milwaukee; Dry Clean- 
ing Industries, New York; Rural 
Electrification, Washington; Inter-| 
national Confectioner, New York. 
Farm publications— The Farm 
Quarterly, Cincinnati, and Sheep 
& Goat Raiser, San Angelo, Tex. | 


are: 


Appoints Thompson 

Harry C. Thompson, formerly | 
on the executive staff of Henry A. 
Stephens, Inc., has joined Popular | 
Publications, Inc., New York, as) 
promotion manager of the Popular | 
Fiction Group and Argosy. 


Appoints Wallach 

Miles A. Wallach, formerly re- | 
search director of Whitehall Phar- | 
macal Company, has joined Kas- 
tor, Farrell, Chesley & Clifford, | 
New York, as assistant research | 
director. | 


Joins Standard-Vacuum 

Jack Munhall, in public rela- 
tions work for Standard Oil Com- 
pany (New Jersey) since being 
released from the Army, has) 
joined the public relations depart- 
ment of Standard-Vacuum Oil 
Company, New York. 


Electromode Offers 
Booklet Through Ads 


Electromode Corporation, 
Rochester, manufacturer of all- 
electric heaters, has prepared a 
24-page consumer booklet, en- 
titled ‘“‘Plan for Perfect Heating,” 
which describes the benefits of 
electrical home heating. The book- 
let will be offered to consumers 
for 10 cents in a series of ads 
in Better Homes & Gardens, Good 
Housekeeping, Holland’s, Life, 
Parents’ Magazine, Small Homes 
Guide and Sunset. 

In addition, a copy will be in- 
cluded in the 14-piece dealer aid 
kit offered free to all Electro- 
mode retailers. Handout copies 
will be made available at bulk 
rates to the company’s. wholesal- 
ers and dealers. Hutchins Adver- 
tising Company, Rochester, han- 
dles the account. 


To Bryan-Brandenburg 
Ralph S. Shepherd, formerly 
production manager of Biow Com- 
pany, San Francisco, has joined 
the executive 
Brandenburg Company, Los An- 
geles engraver and electrotyper. 


staff of Bryan-| 


Scott Goes on Own 


Julian Scott has resigned as ac- 
count executive with Richard La 
Fond & Co., New York, to open 
his own office, specializing in ad- 
vertising accounts in the fashion 
and food industries. 


Sara Salzer Promoted 


Sara Salzer, with Triangle Pub- 
lications for four years, has been 
appointed western editor of 
Seventeen, with headquarters at 
the new Hollywood office, 9126 
Sunset Blvd. 


Kajol Names Gallagher 

Kajol, Inc., San Francisco, man- 
ufacturer of Gold Leaf shampoo, 
has named John M. Gallagher 
Agency, San Francisco, to handle 
its advertising. 


Elgin Plans New Drive 
Elgin National Watch Company, 
Elgin, Ill, through J. Walter 
Thompson Company, Chicago, will 
launch a new campaign starting 
July 9 and running through the 
summer and fall, with emphasis on 
Elgin’s new Dura-Power main- 


spring. 


periodically 


A series of eight one- 
eighth column ads will appear 
in The 
Weekly, Collier’s, Life, Look, The 
Saturday Evening Post and Time. 
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At the same time a series of seven 
insertions will run in 60 news- 
papers in 58 cities from coast to 
coast, on alternate Sundays, in 
“Buy Lines by Nancy Sasser.” 


American 


* There is no substitute for Circulation * 


Every 


eee RETAIL JEWELRY STORE IN AMERICA 


NJ reaches monthly EVERY 
Retail Jewelry store in 
America listed by Jewelers’ 


Board of Trade—except very ~ 


small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
by the second jewelry publi- 
cation —a greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER-cir- 
culation exceeds 21,000 copies. 


Because jewelry stores ve 
cialize in small, 
“quality”’ articles Te 


designed for personal or 
home use — durable article: 
representing not only the 
ultimate in modern design. 
but also the maximum in 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 
the prestige-advantage of dis- 
tributing thru jewelry stores. 
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88 
Two Join BSF&D | 


Richard Goodwin has joined the | 
research department of Brooke, | 
Smith, French & Dorrance, De- 
troit, and Joseph Leonard has 
joined the traffic department. 


Eliminates Display Ads 

The Niagara Falls Gazette has | 
eliminated all display advertising | 
from its Saturday editions for an 
indefinite period because of the 
newsprint shortage. 


. 
In 


NUMERICALLY — 
BECAUSE OF 
ACCEPTED 


Building | 


SUPPLY NEWS) 


Early Ad Art 
Volume Offers 
Much Material 


New York —For connoisseurs | 
and occasional users of early ad- | 
vertising art, Clarence P. Hor-| 
nung’s “Handbook of Early| 
American Advertising Art” offers | 
probably the first completely or- | 
ganized volume showing the vari- | 
ous types of cuts, types and lay- | 
outs used in the U. S. during the 
19th century. 

Although to some, the 176-page, | 
well-bound volume may bring 
only a touch of nostalgia, admen 
who have skilfully used old wood 
cut illustrations and early Ameri- 
can typefaces to lend distinction to 
present-day copy, will find a 
wealth of material. While some 
of the illustrations and types are 
hopelessly dated, some are sur- 
prisingly like those used today. 
Some illustrations and types are 
of such an elaborate nature that 
today’s admen may well wonder 


You Know Them 
They Know “FER” 


These nationally-known advertisers have all used one or | 
more pages in FARM EQUIPMENT RETAILING the 
past year* ... the majority maintaining consistent schedules. 


equipment, they depend on 
TAILING for results! 


Selling to retailers, wholesalers, and manufacturers of farm 


FARM EQUIPMENT RE- 


Aerco Corporation 

Aermotor Company 

Acme Visible Records, Inc. 
S. L. Allen & Company, Inc. 
Allis-Chalmers Mfg. Company 
American Bosch Corporation 
American Rolling Mill Co. 
American Zinc Institute 

Ben H. Anderson Mfg. Co. 
Anthony Company 

Ariens Company — 


Eversman Mfg. 


Farm Journal, 
Farm Struct. & 


Aro Equipment Corporation 
Arps Corporation 
Aspegren Mfg. Co., Inc. 
Atom Mfg. Company 
Automatic Equip. Mfg. Co. Fiink Company 
B. F. Avery & Sons Company i 
Fulton Bag & 
Baughman Mfg. Company 
Bearing Distributors Co. 
Ben-Hur Company Gates Rubber 


Bolens Products Company 


Briggs & Stratton Corp. General Motors, 


Ellinwood Industries 
Engineering Controls, Inc. 
Ethyl! Corporation 


Fairbanks-Morse & Company 
Farm Equip. — Assn. C. A. McDade Company 


Farm Tools, Inc. 
Farnam Company 
Armstrong-Bray & Company A. B. Farquhar Company 
Harry Ferguson, 
Firestone Tire & Rubber Co. 
Fleischer & Schmid Corp. 
Flexible Steel Lacing Co. 


Fox River Tractor Company 


Galloway Company, Inc. 
Company 
Gehl Bros. Mfg. Company 
General Corporation 
General Hardware C 


Meremont Automotive Products | 
Marine Iron & Ship Bidg. Co. 
Marine Products Company 
Marlow Pumps 

Marquette Mfg. Company 
Massey- Harris Company 


Company 


McDowell Mfg. Company 
McGrath Mfg. Company 
Midland Company 
Mid-States Equip. Corp. | 
Midwest Company 

Inc. ' Milwaukee Equip. Mfg. Co. 
Minn.-Moline P. Impl. Co. 
Modern Impl. Develop. Co. 
Moline 4ron Works 

Moore Plow & Impl. Co. 

Mt. Vernon Impl. Company 
Cotton Mills F. E. Myers & Bro. Co. 
Myers-Sherman Company 


ne. 
Modz. Corp. 


New Idea Farm Equip. Co. 


Oliver Corporation 
ompany Olson Mfg. Company 
A-C Spark Plug Owat Mfg. C 


|ered passe. 


Buffalo Bolt Company 


A. S. Campbell Company 

J. 1. Case Company 

Chain Belt Company 
Chapman-Gilbert Company 
Central Mfg. Company 
Climax Industries, Inc. 
Clinton Machine Company 
Continental Farm Machine Co. 
Continental Steel Corp. 
Country Gentleman 

Cummings Machine Works 
Curtis Manufacturing Company 


Dairy Equipment Company 
Dakota Sales Company 


Deere & Company 


uder Mfg. Company 


Du-More Farm Equipment, Ine. 


Durabilt Mfg. Company 


Elastic Stop Nut Corp. 
Electric Service Systems 
Electric Wheel Company 


1014 LOCUST ST. 


Girton Mfg. Company 

Gits Bros. Mfg. Company 
Globe Milker, Inc. 
Goodyear Tire & Rubber Co. 
Graham-Paige Motor Corp. 


H-M Parts Company 
Harvey Mfg. Company 


. D. Hudson Mfg. Com 
- D. Hume Company — 


Innes Company . 

International Harvester Co. 
International Steel Co. 

lowa Home & Farm Register 


James Mfg. Company 
Judson Mfg. Company 


Kewanee Machine & Conv. Co. 
Kewaunee Eng. Corp. 
Keystone Steel & Wire Co. 


Lantz Mfg. Company 
Lawnecraft Mfg. Corp. 
Lincoln Electric Co. 
Lincoln Engineering Co. 
Litchfield Mfg. Company 
Little Giant Products, Inc. 
Louden Machinery Company 


xx<> 

ooz 
x 
o 
3 
z 
s 
a 


=\ 
«i? 


; 
‘eal 


= 


Retailing 


— -$T. LOUIS 1, MO. 


Owatonna Tool Company 
J. L. Owens Corporation 


Papec Machine Company 
Peoria Steel & Wire Company | 
Perfection Steel Body Co. 

R. J. Piper Mfg. Company 
Portable Elevator Mfg. Co. 
Prime Mfg. Company 
Purolator Products, Inc. 


Glenn M. Rogers, Inc. 
W. Allen Rogers, Industries 
Red Jacket Mfg. Company | 
fs ggg mo dA Dist. Co. | 
ite-Way Products Compan 
Rocklin Mfg. Company _— | 
Rosenthal Mfg. Company | 
| 


S & S Mfg. Company 
A. Schrader’s Son Div. 
Seaman Motors, Inc. 
Sevison Magneto Eng. Co. 
H. M. Sheer Company 


Stewart-Warner Corp. 
(Alemite Div.) 

Stockland Road Mach. Co. 

A. L. Stockwell Hay Tool Co, 

Super Six Sales Company 


Tal " aR + ' & c D y | 
Tokheim Oil Tank & Pump Co. | 
Turner Mfg. Company } 
Twin Draulic Distributors 


United Specialties Company | 


R. M. Wade Company 
War Assets Administration 
Wausau Motor Parts Co. 
Wayne Home Equipment Co. 
West Fargo Mfg. Company 
Wheeldex Mfg. Corp. 

Wico Electric Company 
Wilson Refrioerstion, Inc. 
Wisconsin Motor Corp. 

J. S. Woodhouse Company 
George Worthington, Inc. 
Wyatt Mfg. Company 


Yetter Mfg. Company 


*Partial List Only 


- Official Publication - National Retail Farm Equipment Assn. 


THIRST ROUSER—200 gallons of amber fluid through which air bubbles rise 

in a plastic beer glass give a realistic effect to this new painted bulletin 

installed by Pontiac Outdoor Advertising Co. for Koppitz-Melchers, Inc., in 

Detroit. Reflector bulbs are concealed in the base of the glass and in the 
foam topping. 


who spent the time to design and | Leberco to Klemtner 


execute the illustrations. 
“ | Paul Klemtner & Co., Newark, 
The book lists, under numerous | ha, been named to direct the ad- 


groupings, illustrations used in yertising of Leberco Laboratories, 
old almanacs, for tobacco, horses,| Roselle Park, N. J. Business pa- 
general merchandise, railroads,| pers and direct mail will be used. 
steamship lines, trade cards not ———_——_ 
too unlike many of today’s em-| Rodgers Names Wiley 
blems, labels and a host of other | George G. Rodgers Company, 
advertising figures long consid- ‘manufacturer of packaging equip- 
| ment, has named Walter W. Wiley 
The Handbook is published by | Advertising, New York, to handle 
Dover Publications, 1780 Broad-/| its advertising. Business papers 
way, New York, and retails for | and direct mail will be used. 


$6.50. 
: Lewis B. Hamity, formerly sales 
Elects Dierdorff V.P. promotion manager of Smoler & 
John Dierdorff, advertising su- | Sons, Chicago, has been appointed 
pervisor of the Pacific Power & to head a new misses sportswear 
Light Company, Portland, Ore., division of Rhea Mfg. Company, 


| Rhea Appoints Hamity 


| has been elected a vice-president. Milwaukee. 


Advertising Age, July 7, 1947 


Drexel Outlets 
Join in Big Ad 

PHILADELPHIA—When you pick 
up the August issue of House & 
Garden you'll notice what looks 
like 27 pages of advertising by a 
single advertiser—Drexel Furni- 
ture Company. 

Actually, Drexel took only the 
facing page and a spread; the 
next 24 pages of related adver- 
tising were paid for by the 24 
department stores which joined 
the promotion for Drexel’s new 
line of precedent furniture. 

The pages are linked by a simi- 
lar headline, “It’s news because 


it’s so...” and each store’s ad 
carries a different adjective, 
“sensible,” “comfortable,” ‘“suit- 
able,” etc. 


Department stores participating 
in the promotion got a plans 
book, portfolios of interior deco- 
rating, suggested newspaper ad- 
vertisements, radio commercials, 
consumer booklets, stuffers, dis- 
plays and a promotion timetable. 

John Falkner Arndt & Co., 
Philadelphia, is the agency. 


Cowan Appoints Bart 


Louis G. Cowan, Ince., radio 
package producer, has appointed 
Stuart Bart Advertising to handle 
its account. Campaigns now are 
being prepared for seven new 


transcription shows. Budd Get- 
‘'schal is account executive. 


1940 to 1947 


Population Increase - FLORIDA .. . 23.9%* 
Population Increase - DADE COUNTY 31.3%** 
Circulation Increase - THE MIAMI HERALD 


Daily ....seeee 82.2%*** 
Sunday....+..+- 100% 


Next to Maryland, Florida’s rate of growth during 
the past seven years has been the greatest of 
any state east of the Rockies. But even this record 
performance could not keep pace with the 
sensational gains made in the same period by 


The Miami Herald...a stand-out first in 


Florida 


in circulation and advertising linage... If Sales 
are your target, you can’t miss when you use The 
Herald in the great, year-round Florida market. 


*U. S. News Survey 


**Fla. Census and Sales Mgt. Survey (1947) 


***ABC, 6 months ending March 31, 
Daily 162,793 - Sunday 188,863 


MIAMI 


Che Miami He 


* John S. Knight, Publisher 


MEANS BUSINESS 


STORY, BROOKS G FINLEY. National Representatives hon 
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Founder’s Photo 
Won't Win Sales, 
NRDGA Forum Told 


Promotion Men Seek 
Closer Media and 
Employe Relations 


Cuicaco—Methods of develop- 
ing closer and more effective re- 
lations with the public, employes 
and advertising media were em- 
phasized by speakers before 500 
retail executives at a recent sales 
promotion division meeting of 
National Retail Dry Goods Asso- 
ciation here. 

“No matter how often the word 
‘service’ is used, nor how many 
times the founder’s whiskers are 
exposed to public view,” said 
David Arons, publicity director of | 
Gimbel Brothers, Philadelphia, | 
“the American people know when | 
a business organization is sin-| 
cerely anxious to be of help in| 
other ways than selling the most | 
merchandise possible at the maxi- | 
mum price it can get. | 

“Only if this internal revolu- | 
tion takes place can any business | 
engage in successful public rela- | 
tions.” 

Mr. Arons described public re- 
lations as “the top man’s job.... 
A company personality can only | 
be expressed through its top man- | 
agement.” However, it is “not| 
a one-man or a one-department | 
job since it must influence the 
opinion of the public at large plus 
the opinion of our co-workers and | 
the opinion of our resources.” 

Marc Jonas, advertising man- 
ager of Mandel Bros., Chicago, 
told how his store’s employe rela- 
tions were improved by assign- 
ing a complete floor to their ac- 
tivities. In its first two months, 
he explained, “the new floor has 
been enthusiastically received by 
the employes. The cafeteria serves 
more than twice as many people 
as its predecessor. The lounge is 
a favorite spot for rest periods. 
The library’s turnover of books | 
has increased several fold. The 
hospital services—doctor, dentist, 
chiropodist, nurses—are on a very | 
full-time schedule.” 


Urge Display Research 


A proposal to organize a na- | 
tionwide group of store display | 
experts within the framework of | 
NRDGA’s sales promotion divi- | 
sion was advanced by Ralph M. 
Gollohan, internal display direc- | 
tor of John Shillito Company, | 
Cincinnati. 

Such a group, he said, could, 
“learn the answers to such ques- | 
tions as: 

“Are overhead cases worth the, 
time and effort put into trimming | 
them? Does passing traffic look | 
above eye level? Does accessoriz- | 
ing mannequins increase the sale | 
of ready-to-wear and of acces-| 
sories? Do theme displays attract | 
more people than item displays? | 
. . . What is the selling power of | 
a good sign? How many people 
read directional signs and full) 
sheet promotional posters? Does | 
merchandise displayed in a show- | 
case sell better than merchandise | 
stacked on showcases or tables?” | 

Howard W. Cowee of New York | 
University school of retailing! 
urged the retailers to start dis- 
play research programs in their 
own stores. Reporting on an NYU 
study sponsored by NRDGA of 
more than 200,000 customers in 
five department and variety stores 
in a 12-month period, he said: 

“The average departmental dis- 
play attracts 20 lookers and 10 
stoppers per 100 persons passing 
a display location, but improved 
displays have attracted as many 


as 60 lookers and 33 stoppers” 
for each 100. 

Carl V. Haecker, assistant sales 
promotion director of W. T. Grant 
Company, New York, urged more 
research also on window displays. 


Working With Newspapers 


B. Lewis Posen, publicity di- 
rector of Hochschild, Kohn & Co., 
Baltimore, cited six technical 
methods of improving coopera- 
tion between stores’ advertising 
departments and newspapers: 

“1. Get copy and layouts 
okayed in the rough whenever 
possible. 

“2. Have all artwork signed by 
the buyer before it goes to the 
newspaper or the engraver. 

“3. See a complete proof, with 
all art in place if possible, two 
days before publication in news- 
papers. ... 

“4. See a revised proof, with 
all major corrections made, on 
the day before publication. Use 
this proof for polishing-up pur- 
poses only. ... 

“5. Be sure all corrections and 
all opinions have been gathered 


and considered—and then let ’er 
go as your good judgment tells 
you it should appear in print. 

“6. See that tear sheets ; 
are distributed where they will do 
the most good—to all parties con- 
cerned, plus enough for your cus- 
tomers’ bulletin boards, your files, 
and display in all departments | 
where necessary.” 

Miss Lee Hart, assistant direc- 
tor of broadcast advertising, Na- | 
tional Association of Broadcasters, | 
Washington, urged the retail ex- | 

| 


ecutive to ‘“ ‘beam’ his radio ad- 
vertising” in choice of program 
and times to the audience he) 
wants to reach; “give strong de-| 
partments regular and concen- 
trated promotion; select for each 
broadcast one item, brand or clas 
sification . . . of particular inter- 
est” to the chosen audience; em- 
phasize its “top selling points; | 
work out logical suggestions or | 
invitations so that a request for 
action produces results’; be sure 
that selling points are presented 
in terms of the listeners’ benefit, 


and make radio copy “conversa-| > 


tionally natural’? and convincing. | 


Tradio Names Hakim 


Tradio, Inc., Asbury Park, N. J., 
manufacturer of coin-operated 


*|radios for tourist camps and 


hotels, has appointed George M. 
Hakim Company, New York, 
to handle its account. Newspapers 
and business publications will be 
used. 
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SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of . 


Artkraft® Manufacturing Corporation 
900 Kibby St., Limo, Ohio, U.S.A. 


Drug 


& Cosmetic 


INDUSTRY 


Covers an industry that is 


not afraid of the future. 


+: oe te Publishers of Beauty Fashion 


Your product can make many valuable friends 
when packaged in set-up boxes. These versa- 
tile containers are the ideal way of introducing 
your product to the best customers in the 


country. A recent national survey showed that 


STrodemarts Rep U.S. Per OF. } 


80% of the nation’s manufacturers planned 
increased use of boxes because of their greater 
point-of-sale appeal. Larger display area and 
attractive appearance make these economical 
packages the most efficient media to introduce 


your product to your customers. 


NATIONAL PAPER BOX MANUFACTURERS 


AND COOPERATING SUPPLIERS 
Liberty Trust Building * Philadelphia 7, Penn. 
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Magazine Changes Name 

Canadian Food Packer, Garden- 
vale, Que., has changed its name 
te Canadian Food Industries. 
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Self-Stik Mystik Signs 


— Specializing in point-of- 
sale advertising...ideas, 
- campaigns, designs, art, 
roduction, distribution 
... for forty-five years. 
CHICAGO SHOW 
PRINTING CO. 


2639 N Kildore Ave. Chicago 39 
‘<n Spoulding 1600 ge 
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Palmer Prints 


176-Page Book 
to Sell Another 


DAVENPORT, Ia.—It takes a book 
to sell a book. 

B. J. Palmer, president of WOC 
here and of WHO in Des Moines, 
follows that unusual theory in 
publishing a 176-page volume to 
promote sales of the sixth edition 
of his “Radio Salesmanship.” 

Five previous editions, of 23 to 
130 pages, were issued free when 
published in 1942 and 1943. About 
30,000 copies in all were issued to 
broadcasters, students of radio 
and others. The new edition con- 
tains 372 pages and is offered at 
$5 a copy, 10 copies for $45, 25 for 
$100 and 50 for $175. 

The promotion piece is devoted 
entirely to reprinting some 2,500 
letters received by Mr. Palmer 
since 1942 asking for the, previous 
free. copies. They are arranged 
in order of dates mailed, and are 
printed in full. 

Letters range from “Please send 
‘Radio Salesmanship’” to discur- 
sive letters on the writers’ per- 
sonal experiences in radio an- 
nouncing, copywriting, etc. The 
only exceptions are several pho- 
tostats of letters relating to a 
talk made by Mr. Palmer before 
the New York council of the Four 
A’s in November, 1944. 


Brewer Appoints Hale 

Clifford W. Hale has been ap- 
pointed sales promotion manager 
of Canadian. Breweries Ltd., To- 
ronto. 


Advertising Age, July 7, 1947 


STATION WHO GIVES A PARTY—One of the New York agency groups that lunched at the Waldorf-Astoria to hear Herb 

Plambeck, farm editor of WHO, Des Moines, tell how the station won the Du Pont Award for '47 included (clockwise, from 

left): Frank Fitzpatrick, Free & Peters, WHO's representative; Tom Lynch, Newell-Emmett Co.; Campbell-Ewald staff mem- 

bers Chuck Dreier, George Pamental and Pete Marron; Bill Tiemann, Atherton & Currier; Beth Black of Joseph Katz Co., 
and Tom McDermott. Dick Bunbury, Paul Kizenberger and Jack Purvis of N. W. Ayer. 


Rexall Boosts Two 


Rus Walton, assistant editor of 
““Ad-Vantages,” magazine of Rex- 
all Drug Company, Los Angeles, 
has been appointed an assistant 
to Burns Lee, manager of public 
relations. He succeeds Arthur 
McCarroll, who has joined the 
staff of Los Angeles Herald & 
Express. Robert C. Hare has been 
named to succeed Mr. Walton. 


Richard Manville Moves 

Richard: Manville, New York 
advertising and research consult- 
ant, has moved to larger quarters 


at 15 W. 45th St. 


Letters from readers 
everywhere tell of 
their high regard for SPORTS AGE 


‘Filled to the brim with interesting and instruc- 


tive material!’ 


——— 


cunister=s'® 
-=s—— 


“Here’s what I like about 


Sport Age 


—_— 
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4 Temodelled 


Sincerely Yours, 
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ye 
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“You have so many articles that are beneficial 


to people new in the sporting goods business." 


Josh's Sporting Goods — Henderson, Texas 


“The one magazine we keep right before us 
and read not just once, but many times.” 


“We refer to 


Grant F Secor — Syracuse, N. Y. 


‘Have had SPORTS AGE since it started and 
always liked the make-up and special fea- 


tures.” 
- 


“Of great value to me since | am a great dis- 
tance from the manufacturer." 


Goods Bible.’ 


S. Murray — Clovis, N. M. 
. 


SPORTS AGE as our Sporting 


’ Economy Mart, Inc — Oshkosh, Wis. 


“Enclosed is our check for a 3 years’ subscrip- 


The Tackle Shop — Kalamazoo, Mich. 


tion to SPORTS AGE. We like it.”’ 
Sporting Goods Company —Red Wing, Minn. 


‘‘When friends come in | invariably pull out 


Gordon Dennis —Mineral Wells, Texas 


SPORTS AGE so they can see how good a 
trade publication can be.” 


Herb F. Davis — Ardmore, Pa. 


These and scores of other letters may be seen at our main 
office. Advertisers are transforming this All-time HIGH in 
Reader Interest into New HIGHS in Advertising Results. 


See S.R.D.S.— or write for rate card. 
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Offers Analysis 
Of Publications’ 
Advertiser Aids 


Los ANGELES —To show com- 
parisons of various merchandis- 
ing aids offered by publishers of 
leading magazines, Lee Ringer 
Advertising, Los Angeles agency, 
has prepared a chart which is 
available to advertisers without 


charge. 
The chart lists 16 kinds of ad- 
vertiser promotions which are 


available in part from each of 20 
publications, and shows’ which 
publication will offer which serv- 
ices to its advertisers. The Ringer 
study covers selected general, 
men’s and women’s fashion, and 
home service magazines. The pro- 
motion helps analyzed range all 
the way from reprints to personal 
calls on the trade. 

The agency is also distributing 
a report, “Promotions—How They 
Move Merchandise.” 


Radio Club Elects 


The Radio & Television Club of 
Pittsburgh has elected Carl Dozer, 
sales manager of Station WCAE, 
president. Other officers elected 
are: Dick Bachman, Mutual rep- 
resentative, vice-president § in 
charge of programs; Marjorie 
Thoma, Wiltman & Callahan Ad- 


vertising, second vice-president; 
Walter Sickles, Sickles-Hines Re- 
cording, third _ vice-president; 
Patti Littell, program manager of 
KDKA-FM, secretary, and Marie 
Wilk, program manager of WMOT 
and WWSW-F\, treasurer. 


Issues Display Catalog 
Ohio Advertising Display Com- 

pany, Cincinnati, has issued its 

first general catalog of neon and 


fluorescent illuminated displays, 
comprising some 17. different 
items. The company -has just 


moved into its own enlarged plant 
at 118 W. Pearl St. 
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“Not even WFDF Flint, could find you a 
vacancy. Hell, isn’t it?” 


| kets Tampa and St. Petersburg 

are combined. Together they 
| make up the largest market on 
| Florida’s west coast and one of 
the three richest trade territor- 
ies in Florida. However, it is 
important to remember that 2 


out of 5 people in this market 
live and buy in St. Petersburg. 


In the list of Metropolitan Mar- | 


To reach this important 40% 


with your advertising message 
use St. Petersburg’s own news- 
papers. No Tampa newspaper 
has as much as 600 average daily 


circulation in St. Petersburg. 


St. Petersburg's : S 
population is 85,182 : NER 
(State Clensus 1945) 


' ? St. Petersburg’s 
: retail sales $63,055, 
} 000.00 (1945 Sales 
i Management figures) 
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Commerce Dashes 
Retailers Hopes 
for New ‘Office’ 


WASHINGTON — Commerce Sec- 
retary Averell Harriman last 
week turned down a suggestion 
that his department set up an 
Office of Retail Distribution to 
improve governmental service to 
“the main street merchant.” The 
suggestion, put forward by the 
newly constituted retail advisory 
committee, was put aside, the de- 
partment said, because of the 
limited services possible under the 
curtailed 1948 budget. 

Representatives of 33 national 
retail trade associations focused 
attention on the department’s pro- 
gram for small merchants follow- 
ing a two-day meeting last week. 
Three of their 13 suggestions dealt 
with the organization of the pro- 
posed Office of Retail Distribution, 
and the improvement of depart- 
mental literature and advice for 
retailers. 

In addition, the retailers en- 
dorsed “a full and complete Cen- 
sus of Distribution to be taken 
at the earliest practicable date.” 
The advisory committee asked for 
a role in setting up the schedules 
for the distribution census. 

The committee’s first recommen- 
dation was that the department 
“recognize the function of re- 
tailing as one of the major seg- 
ments of the economy” and “give 
greater recognition to the needs 
and problems of retailers.’ 

The Secretary of Commerce 
complied with a suggestion that 
the retailer’s group be made an 
advisory committee, responsible 
to the secretary “in all matters 
affecting retail distribution.” Sug- 
gestion 13 asked “that the depart- 
ment clarify for the retail advi- 
sory committee the functions and 
services to the retail trade of the 
various field offices.” 


Genesee Brewing Names 
Duffy Ad Manager 


James P. Duffy has_ joined 
Genesee Brewing Company, Ro- 
chester, brewer of Genesee lager 
beer and 12 Horse ale, as adver- 
tising manager. 

Mr. Duffy was formerly director 
of advertising for Jacob Ruppert 
Brewery and Schenley Distribut- 
ing Corporation, and a member 
of the executive staff of Dancer- 
Fitzgerald-Sample, New York. 


Bendix Boosts Three 


Kenneth R. Davis, formerly as- 
sistant director, has been named 
advertising manager of Bendix 
Home Appliances, Inc., South 
Bend, and Wilbur C. Jones, for- 
merly assistant director, has been 
appointed sales promotion man- 
ager. Frank L. Brunckhorst, head 
of publicity, has been given the 
title of publicity manager. 


Johnson’s Wax Shifts 2 


Robert F. Gardner, Chicago 
area sales manager, has been ap- 
pointed merchandiser of the 
maintenance wax products of 
S. C. Johnson & Son, with head- 
quarters in Racine, Wis. Robert 
D. Ledlie, who has been with the 
company since 1939, has been 
transferred to the Textile Drax 
department in the New York area. 


Adds Canadian Unit 


The American Marketing Asso- 
ciation, which recently added a 
Canadian chapter newly formed in 
Montreal, has added a_ second 
Canadian unit, in Toronto. Offi- 
cers of the new Toronto chapter 
are: President, S. B. Stocking, 
University of Toronto; vice-presi- 
dent, George E. Cross, Moffats 
Ltd.; treasurer, J. F. Graydon, 
Canadian Facts Ltd., and secre- 
tary, P. G. Byrnes, Elliott-Haynes 
Ltd. 


Conde Nast Names Coley 


Arthur H. Coley, associate New 
England manager, has been named 
manager of the New England 
office of Conde Nast Publications, 
New York, succeeding Lewis E. 
Kingman, who has retired after 
25 years with the company. 


Send today for this RCS 
handy - reference PRICE 
SCHEDULE. For short 
runs in black and white 
develop the money-saving 
habit of using RCS plano- 
graphy. Quick service. 


RAPID COPY SERVICE 


123 N. Wacker Drive + 


Chicago 6, Illinois 
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Advertising Agency Offers 
Once-In-A-Lifetime 
Opportunity 


For Experienced Advertising Man 


THIS is addressed to some ad- 
vertising manager, assistant 
account executive or copywriter. 
You are about 35 years of age, 
ready for more important re- 
sponsibilities and larger oppor- 
tunities in account management 
and business development. 


( 
| 
! 
: 
* 
( 
( 
After proper training, you will | 
assist in servicing present ac- 
) counts and be given ample op- 
“ied awe 
{ 
( 
( 
( 
i 
! 


Ours is a “ten-man” agency, 
well-established, adequately rec- 
ognized, amply financed. 25 


years in business. National 


accounts. 


Serves clients on 


committee basis. Recognized 
for sound planning and effective 
Located in 


copy. attractive, 


mid-western city of moderate 


Please describe qualifications, 
employment and earning his- 
tory, fully, in first letter. En- 
close picture. Your letter will 
be treated as confidential. 


Box 6758, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
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Journal. The citation read: 


easy to understand? 


1947 PULITZER PRIZE 
FOR DISTINGUISHED 
EDITORIAL WRITING 


By 


COMMENDATION FOR 
“THE MOST READABLE _ 
FRONT PAGE IN THE COUNTR 


HE 1947 Pulitzer Prize for distinguished editorial writing was 
awarded to William H. Grimes, editor of The Wall Street 


"For distinguished editorial writing during the 
year, limited to the editorial page, the test of 
excellence being clearness of style, moral pur- 
pose, sound reasoning and power to influence 
public opinion in what the writer conceives to 
be the right direction, due account being taken 
of the whole volume of the writer's editorial 
work during the year.” 


"The most readable front page 
in the country” 


Why are some newspapers difficult to understand, while others are 


A recent article in Time Magazine reported the findings of a 
“readability expert.” Robert P. Gunning, who has helped 30 U. S. 
dailies stop talking over their readers’ heads. He urges them to 
try the spoken-language level, where radio has operated for years— 


to avoid words that are too big and sentences that are too long. 
Speaking of The Wall Street Journal, Mr. Gunning says, “It puts 
out the most readable front page in the country by shunning 


technical jargon.” 


The complete business daily 


The Wall Street Journal is the complete business daily . 
the largest staff of writers on business and finance. It is the only 
business paper served by all four big press associations. 


Written for busy people in business and industry it reports the 
news in a clear, concise manner. Its comments as well as its news 


helps them to form sounder judgments. 


No wonder the men who make decisions are irresistibly attracted 
to The Wall Street Journal! That’s why its circulation shows such 
steady growth. On March 3lst its ABC net paid circulation was 
102,996—now it’s well over 110,000! All at $18 a year or propor- 
tionately higher. Yet the renewal rate is just as high as it was 
five years ago—one of the highest known for any publication. 


Against this backdrop of editorial excellence and proved reader 
interest, Wall Street Journal advertisers are reaching more decision 
makers of business and industry at a cost lower than ever before. 
Get more information about The Wall Street Journal now. 
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140,000,000 


(Continued from Page 1) 


and a lot of big people hate him 
because, like Robert R. Young, 
Henry Kaiser has become an ef- 
fective burr under the complacent 
seats of the mighty. 


28 Companies, 150 Plants 


Kaiser’s interests are not so 
large as Young’s in terms of asset 
control but in many ways they 
are broader and more diversified. 
His 28 companies have 150 plants, 
producing more than 1,000 prod- 
ucts. An increasing share of these 
—appliances, automobiles, homes 
—are for the public. 

Henry Kaiser is a big man. 


. Even after losing 20 pounds on a 


prescribed diet, he still has 230 
left. A couple of months ago he 
went to one of the seven hospitals 
operated by Kaiser Foundation— 
the Permanente in Oakland — for 
a check-up. The head _ doctor 
found nothing organically wrong 
—just “worry and situation.” He 
put Mr. Kaiser on a diet. The doc- 
tor told him that, as compared 
with 10% during the war, 60% of 
the patients at the hospital had 
a similar “disease.” 

Little and big people both are 
concerned with where they and 
the nation go from here. 


Faith in America 


Mr. Kaiser’s concern is less 
with the complications of his own 
enterprises—including such mat- 
ters as Kaiser-Frazer’s $12,000,- 
000 debt to A. P. Giannini’s Bank 
of America, where three floors of 
workers are said to be busy 
“keeping track of Kaiser’s af- 
fairs.” It has to do with working 
and producing and providing a 
steady flow of materials on which 
to build tomorrow’s America. 

The title of a talk he will make 
before the Newspaper Advertis- 
ing Executives Association in San 
Francisco next week is “Unfin- 
ished Business.” 

Proud of his own record in pro- 
viding materials and _ finished 
products at less cost, and on 
schedule, he suggested to AA that 
advertisers emphasize this theme 
in their own campaigns. I replied 
that he had enough resources and 
enough respect in the right quar- 
ters to start the ball rolling him- 
self. He’s thinking about it. 

Henry Kaiser’s consumer ad- 
vertising debut came a year ago 
when he and Joe Frazer began to 
produce cars in Michigan’s great 
Willow Run plant. More recently 
he has started to advertise Kaiser 
houses, priced usually under $10,- 
000, in northern and _ southern 
California. 


Featuring New Dishwasher 


Currently, affiliates of the over- 
all Henry J. Kaiser Company are 
launching consumer and _ trade 
campaigns for a new dishwasher 
and for new uses for aluminum. 

The dishwasher, retailing from 
$129.50 upward, is being produced 
at the Fleetwings plant in Bristol, 
Pa. Made of aluminum, it has no 
motor, runs by “hot water power 
alone,” and washes and whirls 
dry a “load” of dishes in five min- 
utes. It is the first of a line of 
Kaiser home appliances. 

Consumer advertising for the 
dishwasher will break in a center 
spread of The Saturday Evening 
Post for July 26 and in pages in 
Good Housekeeping, through Mc- 
Cann-Erickson. Also _ scheduled 
for it are Architectural Forum, 
Electrical Merchandising and Re- 
tailing Home Furnishings. 


New Aluminum Uses 


Kaiser’s Permanente Products 
Company, California— which in 
one year has risen to third (after 


Kaiser Starts to ‘Build’ 


Customers 


Alcoa and Reynolds) in alumi- 
num production—has been devel- 
oping a lot of new uses for this 
metal. On the schedule, through 
Young & Rubicam, are Collier’s, 
Newsweek, The Saturday Evening 
Post, Sunset and Time; Business 
Week, Fortune, Modern Industry, 
Nation’s Business and Wall Street 
Journal, and 23 industrial publi- 
cations. 

The other two agencies cur- 
rently in the Kaiser picture are 
Swaney, Drake & Bement, Chi- 
cago, for Kaiser-Frazer, and 
Honig-Cooper Company, San 
Francisco, for Henry J. Kaiser 
Motors, northern California dis- 
tributor for Kaiser-Frazer and 
H.J.’s own merchandising “guinea 
pig” for the whole coast-to-coast 
organization of motor car dealers. 

Other advertising, for materials 
and housing, etc., is placed direct 
under Vance Fawcett. Mr. Faw- 
cett bears no title but is in effect 
public relations director (H.J. 
hates the words “public rela- 
tions”) and advertising director 
for all Kaiser enterprises except 
Kaiser-Fraser. 


Auto Dealers Sell Dishwashers 


The dishwashers will be han- 
dled by the 136 K-F distributors 
and 4,000 motor car dealers in 
this country, plus a_ separate 
group of 1,000 department store, 
electrical and other dealers. 
About 50 new dishwasher dealers 
are being added weekly. K-F also 
sells cars in about 150 foreign 
sales areas. Kaiser-Frazer dealers 
have invested an average of $50,- 
000 each in their businesses. 

Of the 28 Kaiser companies, AA 
was told, 16 are now active, and 
all of these—including Kaiser- 
Frazer—are now operating in the 
black. 

In the calendar year 1946, K-F 
lost $19,284,681 on net sales of 
$11,504,443. This was due, Mr. 
Kaiser said, to new and inexperi- 
enced workers and to problems 
of supply and of conversion of 
Willow Run. Recently, however, 
K-F has been producing about 600 
cars a day or about 12,000 a 
month. In the 11 months from 
July 1946 to June 1947, K-F pro- 
duced 50,000 cars—a record, H.J. 
claimed, for the first year of any 
motor maker. 


Supply Is Problem 


“In this year,” he said, “we’ve 
beaten in production all indepen- 
dents and the Chrysler and De- 
Soto divisions of Chrysler Corpo- 
ration.” He wouldn’t estimate un- 
filled orders, but said that they 
were still piling up. A larger and 
more consistent advertising pro- 
gram—including a $10 a car co- 
operative campaign with dealers 
—he expected would keep the pile 
growing. 

“Our main problem —and the 
nation’s main problem,” he ex- 
plained, “is one of supply. For 
example, we had contracted with 
an engine manufacturer for de- 
livery of 42,000 engines during 
1946. Actually, we got only 12,000. 

“Now we’re producing our own 
engines...But every day from 24 
to 100 shortages continue to con- 
front us. 

“Consider the fact that each car 
contains 5,000 different part num- 
bers, 20,000 individual pieces of 
material; that it involves 3,000 
requisitions, 2,500 active vendor 
(supplier) shipping releases, 4,300 
purchase orders, from 300 pur- 
chase vendors. 

“All told, Kaiser-Frazer is now 
dealing with 3,200 vendors.” 

K-F’s production force at Wil- 
low Run has risen to about 10,000. 
Many were newcomers to the 
automobile industry and _ even 
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KAISER CAMPAIGNS — Henry J. Kaiser, who has spent nearly all of his 65 

years serving industries and government, is becoming a large-scale consumer 

advertiser. Campaigns for Kaiser dishwasher, through McCann-Erickson, and 

for Kaiser aluminum, through Young & Rubicam, start this month in magazines 
and business papers. 


those experienced had to start 
fresh. But with the Big Three 
strike-ridden, K-F was able to at- 
tract some of their experienced 
workers. 

When all his plants are work- 
ing full blast, the Kaiser com- 
panies’ annual volume has been 
estimated around the $1 billion 
mark. Currently, he told AA, their 
combined volume is about $500,- 
000,000—which is still about $100,- 
000,000 more than prewar. About 
two-thirds of the annual total is 
now in automobiles. Even at a 
billion or more rate, an increasing 
part of the total is expected:to be 
in consumer goods. 

Mr. Kaiser’s genius in invading 
industries and then in producing 
and selling for less than long- 
established factors in them — as 
shown in cement and brick, in 
building such great dams as Boul- 
der, Bonneville and Grand Coulee, 
and $4 billion of ships for the 
government during the war—has 
not yet manifest itself in automo- 
biles. The ‘“people’s small car” 
is still on drafting boards and in 
mock-ups. The aluminum engine 
and aluminum body, to be fol- 
lowed by the magnesium car, are 
still matters of sober engineering 
discussion, but H.J. admits that 
he won’t be able to sell you one 
for a few years. 


A Practical Demonstration 


The Kaiser and the higher- 
priced Frazer and Frazer Man- 
hattan cars are conventional cars 
in the middle-price bracket. In 
fact, instead of reducing prices 
K-F recently boosted them $100 
on the Kaiser Special, on agree- 
ment with dealers that they de- 
vote 50% of production to it. 

But the cars are sturdy and 
comfortable, with a low center of 
gravity, wide seats and large lug- 
gage compartments. Mr. Fawcett 
proved the Kaiser’s “roadability” 
to the satisfaction of your AA re- 
porter on an otherwise breakneck, 
corkscrew round trip from San 
Francisco’s Palace Hotel across 
the Bay Bridge to the Kaiser 
building at 1924 Broadway, Oak- 
land. The car did it all on four 
wheels. 

Mr. Kaiser does some “prov- 
ing” himself. On a recent two-car 
family excursion to Lake Tahoe, 
he said, the Kaiser consumed only 
11% gallons of gasoline, as com- 
pared with 17% gallons for a 
competitive car of similar size and 
price, or an average saving of 
37% cents an hour. 


Works the Dishwasher 


He reeled off some of his cars’ 
advantages: Stability, vision, 
economy, comfort, and standard 
parts with other makers. ‘‘We’re 
now surveying 10,000 K-F own- 
ers,” he explained, “to get their 
reactions.” A favorite story 
around the Kaiser building con- 
cerns an elderly couple who met 
with a bad accident in their Kai- 


ser, drove it in to a dealer’s es- 
tablishment ‘under its own power, 
and ordered another Kaiser. 

Henry Kaiser sells through 
demonstration. He seemed to en- 
joy working the new dishwasher 
for your reporter in the model 
kitchen on the top executive floor 
of the building. (I wished we'd 
had a photograph of him doing 
it, with an apron tied around his 
middle. ) 

After lunch, he took me down- 
stairs to admire and sit in a new 
steel blue Kaiser Manhattan — 
which was something rather out 
of this world. 


Everything Is Pea Green 


The blue itself was news- 
worthy. Henry Kaiser lives and 
works in a world of green. I 
think you’d call the color pea 
green. The new headquarters 
building (actually an old sky- 
scraper, remodeled) is painted 
green, outside and in. H.J.’s office 
has green chairs, green rugs, 
green drapes. Even his private 
washroom has pea green fixtures. 
His apartments in Oakland and 
in the Waldorf-Astoria, New 
York, are green. So is his office in 
Detroit. 

He showed me the adjoining 
office of “Mother” (Mrs. H. J. 
Kaiser), which happened also to 
be green, as was that of Eugene 
E. Trefethen Jr., his top admin- 
istrative assistant on all the en- 
terprises. Mr. Trefethen sat in on 
the interview around HWJ.’s 15- 
foot-long yellow desk, and now 
and then corrected H.J.’s own fig- 
ures. (H.J.’s bold yellow ties 
sometimes clash a bit with the 
green.) 

“Mother,” Mr. Kaiser said, was 
responsible for the decor (but 
H.J. used an Anglo-Saxon word 
for it) and presumably for the 
green. He even showed me the 
big private safe behind sliding 
doors in “Mother’s” office, which 
holds the innermost secrets of the 
realm. 


Power Behind the Throne? 


Like her husband, the former 
Bessie Fosburgh of Boston is an 
ample, kindly, and _ intelligent 
soul, whose judgment H.J. seems 
to respect and follow. But with 
Gene Trefethen, the active right 
bower is elder son Edgar F. 
Kaiser, now 38, who built ships 
and dams on his own, and is now 
vice-president and general man- 
ager, in charge of production, at 
Kaiser-Frazer. Joe Frazer, presi- 
dent, handles K-F marketing, and 
H.J., chairman of the board, his 
associates say, “rides herd on 
both.” The second son, Henry J. 
Jr., nine years younger than Ed- 
gar, also is a K-F vice-president 
and is active in other enterprises. 

Perhaps the green color (“it’s 
easy on the eyes,” said H.J.) re- 
minds the big man of his “hide- 
out” at Lake Tahoe. 

Henry Kaiser quit a job as a 
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roving photographer 40 years ago, 
at the insistence of Bessie’s father, 
on a no-steady-job-no-Bessie ul- 
timatum. But he still likes to take 
pictures. He showed me color pic- 
tures of the Tahoe place, and of 
his boat, the “Fleur du Lac,” 
which he’ll soon be putting 
through her paces again. The 
“Fleur du Lac” is about 15 years 
old, but H. J. keeps adding to 
her power. He likes to go 70 miles 
an hour, on water, and presum- 
ably even better on land. 

But wherever he goes, the job 
seems to follow. Oakland to New 
York telephone calls, with Willow 
Run and way points cut in, are 
Kaiser commonplaces. His phone 
bill runs $300,000 a year. 

Even so, at Lake Tahoe, he may 
hear fewer rumors of his own im- 
pending disaster. A lot of business 
men, he thinks, are busier manu- 
facturing rumors than they are 
turning out products to meet the 
nation’s crying need. 


All Cars ‘Assembled’ 


Some automobile people, for 
example, have said that K-F will 
fail because “it’s an assembled” 
car, the parts and even the en- 
gine of which are bought entirely 
from others. In California, I even 
heard stories of K-F workers tak- 
ing sledge hammers to knock the 
doors in place—regardless of what 
that did to the frame. 

H.J. admitted that some of the 
earlier jobs were too loose or too 
tight, but he emphasized that 
there was nothing fundamentally 
wrong with the cars or frames. 
His workers are learning to do 
their jobs better all the time. Wil- 
low Run has really started to 
“flow.” K-F plans no new cars for 
the present. They’re concerned 
primarily with making present 
cars better. 

As to the “assembled” car state- 
ments, Mr. Kaiser pointed out that 
all motor makers depend on hun- 
dreds of suppliers. But K-F now 
makes its own engines, produces 
its own steel in its own Ohio plant, 
has its own foundries and stamps 
its own bodies. 


The Rumors Fly 


A recent rumor was that Henry 
Kaiser is a Communist. This may 
have risen from the fact that some 
people think that anyone who 
knows how to get along with his 
workers must be a Communist. 

Kaiser is an Episcopalian—and 
an American. Franklin D. Roose- 
velt at one time thought of mak- 
ing wim his fourth term vice- 
president, instead of Harry S. Tru- 
man. But Kaiser says he has re- 
ceived no governmental favors. 
Quite the opposite. The RFC, in 
lending him money to build the 
Fontana Steel and Permanente 
Metals plants, has stipulated pay- 
ment in full plus 4%. 

Some of the rumors may have 
been sired by men in industries 
which Kaiser has invaded and 
has upset the status quo. 


‘No Comment’ 
The chief rumor seems to be 


that Kaiser is going busted in a 


great big way, and bringing banks 
and thousands of stockholders 
down with him. One example 
ited is the $18,000,000 which went 
into an air freighter venture with 
Howard Hughes, before Kaiser 
pulled out. 

Mr. Kaiser would not discuss 
either his solvency or the size of 
his personal fortune. 

“IT don’t fight or reply to such 
rumors,” he said. “There’s too 
much work to do. 

“Some western business men 
don’t like me, but it’s worth not- 
ing that the steel-using industries 
in all 11 western states have en- 
dorsed in writing my proposal for 
reduction of Fontana’s debt to the 
neu. 

On May 22 Mr. Kaiser asked 
RFC to cut this debt from $105,- 
452,160 to $20,123,016. In a letter 
to John F. Goodloe, RFC chair- 
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Henry J. Kaiser 


man, he explained that his pro- 
posal was patterned after the gov- 
ernment’s sale to U. S. Steel of 
its steel plant at Geneva, Utah, 
at 20.9% of its original cost, or 
at a loss to the government of 
$162,200,000. 

A similar reduction at Fontana 
(Cal.), he emphasized, would 
“eliminate the inconsistent gov- 
ernment policy in war plants,” and 
permit Fontana to “compete with 
other privately-owned or former- 
ly government-operated western 
steel plants.” 

Whether or not RFC agrees— 
and it’s doubtful—Henry Kaiser 
intends to compete as best he can, 
and to pay his debts. 


Stands Back of All 


He told AA that he owns only 
3 to 4% of Kaiser-Frazer—$53,- 
200,000 worth of shares were sold 
to the public but “I stand back 
of it.” Wall Street refused to help 
in the financing but Cyrus Eaton 
of Cleveland (associate of Robert 
R. Young) underwrote the issue. 
So great was the public’s faith in 
Henry Kaiser that when the issue 
was offered it was oversubscribed 
six times. 

“T intend to stand back of this 
and every other ‘Kaiser’ enter- 
prise,” he repeated, “with every- 
thing I have.” 

He believes not only in doing 
everything to deserve the public’s 
faith in him but in taking his 
problems to the public. 

Short of steel for the new cars, 
a year or so ago, he wanted to 
damn. the steel makers publicly. 
He thought they were trying to 
ruin him. Only popular pressure 
could stop them. 


How Byoir Lost An Account 


Carl Byoir, the New York pub- 
lic relations man whom he “inher- 
ited” through his partnership with 
Frazer (from Willys-Overland) 
sought to prevent the outcry. Byoir 
thought it would send the price 
of K-F stock tumbling. Besides, it 
wouldn’t win friends among the 
steelmakers. 

Kaiser replied: “We have no 
friends except the people of the 
United States.” 

Shortly afterward Kaiser fired 
Byoir. 

He believes in going direct to 
the “authorities.” 


Ending Wildcat Strikes 


Troubled with wildcat strikes 
early in the K-F career, Mr. 
Kaiser did not try to penalize the 
strikers. In fact, he kept on pay- 
ing them. But he told the union 
leaders: “This is your responsi- 
bility. These men are keeping you 
from living up to the contract. 
It’s up to you to penalize them.” 

As a result the executive board 
and membership of Local 142 
UAW-CIO passed a_ resolution 


saying that “wildcat strikes and | 


work stoppages are occurring too 
often for the welfare of the 
union”; that they “play into the 
hands of management by discred- 
iting union leadership” and “un- 
dermine the union.” They re- 
solved to try and to punish any 
member “fomenting” such action. 

The wildcat strikes stopped. 

Kaiser is personally concerned 


with workers’ welfare, including 
health and housing. A part of the 
job, for example, of getting Wil- 
low Run producing motor cars 
was K-F’s investment in adjoin- 


ing Westwillow village to house 
many of the workers’ families. 


Interested In Advertising 


But he goes further. He sees no 
reason why so many industrial 
areas should be so “godawful 
ugly.” He likes flowers and trees. 
He has landscaped rock plants. 
The Fontana steel mill blends into 
the Southern California country- 
side. In addition to steel, Fontana 
sells walnuts, grapes and oranges 
from its own groves for the mar- 
ket. 

Kaiser believes in advertising 
that is intended to sell. He criti- 
cized some wartime advertising 
as unnecessary. ‘‘Now, it seems to 
me there’s real need for service 
advertising.” 

He makes no pretense of being 
a copywriter or even a copy edi- 
tor. But he does see all Kaiser 
campaigns. He is personally con- 


cerned with 
story’s true.” 

During the interview, he kept 
returning to the need for a super 
campaign to get all the cogs in 
the economic machine working 
smoothly. He said “I’ll try to do 
something about it myself — but 
I’m just one little pea in a great 
big nation. Advertisers and other 
business men have got to work 
together. We can’t make progress 
by being prophets of doom.” 

He saw “no factors which indi- 
cate to me that there need be a 
recession or depression. None of 
the studies which we’ve made 
prove to me that it’s possible—un- 
less the people of the country be- 
come so depressed that they per- 
mit it.” 


seeing that “the 


Making News 


Meanwhile, on a hundred fronts, 
he’s moving forward. 

The former Douglas Aircraft 
plant at Long Beach, Cal., he said, 
has been about 90% converted al- 
ready for West Coast manufacture 
of Kaiser-Frazer cars. Fontana 


will be enlarged to provide the 
steel for them. 

In the steady flow of news an- 
nouncements from Mr. Fawcett’s 
office come such recent stories as: 
Kaiser-directed Long Beach plant 
of Standard Gypsum starts to pro= 
duce gypsum lath and board... 
Permanente Cement becomes op- 
erator of Pacific Coast Cement’s 
Seattle plant. ..Fontana builds the 
first new pipe mill west of the 
Mississippi. ..K-F’s Detroit engine 
division builds its first 5,200 auto- 
mobile engines...Kaiser Alumi- 
num builds its own soda ash plant 
at Owens Lake, Inyo County, Cal. 
(to serve Permanente’s plant at 
Baton Rouge, La., for converting 
bauxite ore into alumina.)... 
Kaiser Community Homes com- 
pletes a 700-unit project at San 
Jose, south of San Francisco... 
Kaiser Foundation acquires Valle- 
jg, Cal., — from Federal 
Works Agency. . 

And to Kaiser's s big yellow desk 
every week come engineering re- 
ports of new projects, new pro- 
cesses, new products. 
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The man likes detailed reports, 
with photographs. (He doesn’t 
always read them, he said, “but 
they keep the boys on their 
toes.’’) 


Reports on Himself 


He has reported in detail on 
Henry Kaiser. Just prior to his 
appearance before the House Mer- 
chant Marine committee, a few 
months ago, he had prepared a 
60-page booklet of “Facts in Brief 


IF IT’S PEARLS YOU WANT... 


Use a diving mask in the South Pacific! 


IF IT’S SALES YOU WANT... 


Use WTIC in Southern New England! 


By every measurement, station WTIC, Hartford, 


dominates the prosperous 
Southern New England Market. 


DIRECT ROUTE TO SALES IN Southern Weu England 

es Broadcasting Service Corporation Affiliated with - 
and New England Regional Network 

WEED & COMPANY + Hew York, Boston, Chicago, Detroit, Atlonto, Sen 
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about Henry J. Kaiser’’—which 
probably anticipated most of the 
questions the committee intended 
to ask. 

But it was all summed up in one 
paragraph: 

“Great war production, great 
savings in time and dollars, com- 


Western Nort Carouina 


A State Mithin A State” 


GROSS BUYING INCOME 


*302,709,000 


(Sales Management Estimate for 1946) 


IN THE 20-COUNTY 
ASHEVILLE 
MARKET 


A market of 490,013 people whose eco- 
nomic diversification assures year round 
business volume! We’re ready to answer 
any questions. Better still, we're ready to 
start that SELLING campaign for you! 


— a market 
that SELLS! 


For Market Data, Address 


ROY PHILIPS 
Advertising Director 


Representatives 
THE KATZ AGENCY 


SHEVILLE 


CITIZEN + TIMES 


Mornings Evening 
CITIZEN-TIMES Jinday- 


paratively small ‘government fi- 
nancing, small profits, no favorit- 
ism. On this record Kaiser enter- 
prises stand...and look forward 
to a great future.” 


Lists His Active Spheres 


Just a few of his savings to the 
people of America, chiefly on 
ships and steel, the report said, to- 
taled $465,924,000. He denied in 
detail that he had ever received 
“favoritism or discrimination.” To 
the charge that he “made millions 
of dollars by using only $100,000 
of private funds during wartime 
activities,” he replied that “over 
$32,000,000 of private funds 
(were) used as operating capital 
for ship construction alone.” 

He listed production as only one 
of five major spheres of his ac- 
tivity—although under it were 12 
major types of products, from 
housing and metals to automo- 
biles, aircraft and ships. The other 
four major activities are ship 
repair (three of the seven war- 
time yards are still Operating); 
operation of health plans and hos- 
pitals; experimental research de- 
sign and engineering, and engi- 
neering surveys. 

He continues to expand. In 
magnesium he has just become 
the only real rival to Dow Chemi- 
cal. He has a lot of faith in mag- 
nesium (lighter than aluminum) 
as the “metal of tomorrow.” 


Builds Model Communities 


But Henry Kaiser is even more 
concerned with the people of to- 
morrow, and the ways in which 
they will work and live. In Cali- 
fornia and Oregon he is building 
“not only better houses but better 
communities — complete with 
shopping centers and providing 
planned areas for churches, play- 


grounds and schools.” 

He would like other people to 
have better facilities for their own 
development than had Henry 
Kaiser. 

Born in Sprout Brook, N. Y., his 
formal education ended with the 
seventh grade. He worked as a 
cash boy and then as a salesman 
for a dry goods store in Utica; 
then as a shipping clerk for a 
dealer in photographic supplies 
there. He became a partner in a 
photographic firm at Lake Placid, 
which soon had shops also in Day- 
tona Beach and Miami, Fla. 


Starts His Own Business 


Married, he moved to Spokane, 
where he became a salesman for 
a hardware company, ‘then for a 
fuel company, and then salesman 
and manager of paving contracts 
for another firm. 

A salesman is a person who can 
convince someone to do something 
that he wants done. H.J. was be- 
coming increasingly convincing. 

In 1914 he went into the pav- 
ing business on his own in British 
Columbia, as Henry J. Kaiser 
Company. He was then 32. The 
business spread to Washington, 
Idaho, California, and even to 
Cuba. On the side, he built earth- 
fill dams and Mississippi river 
levees. Then he constructed nearly 
1,000 miles of oil pipelines 
throughout the West. He got into 
sand and rock and cement pro- 
duction. 


Production a Common Problem 


Before long, as directing head 
of the Six Companies (one of 
which was his own) he was 
building Boulder, Bonneville and 
Grand Coulee dams. 

And soon he was building 700 
ships for a nation at war, and 


NOW 


Here's a package 
packed with 
plenty of selling 


punch! ... Three “hometown” stations with a 
plus of a rich farm market now available as a 
package network. Just one low rate to reach an area 
equal to 57% of the people, 64% of the buying power 
of the entire state of Nebraska. Here’s amost a Billion 
Dollar Market you can reach .. . for less, with the 


Inland Group. Wire or write for 


immediate availabilities. 


hihometown stations 
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ommercial Radio 
Equipment Co. 


THE INLAND BROADCASTING CO. — General Offices, Saunders-Kennedy Bldg. 


Omaha 2, Nebraska 


WEED & COMPANY, 


National 


Paul R. Fry, Vice President and General Manager 


Representatives 


steel and magnesium and alumi- 
num had become important 
“sidelines.” 

He knew nothing about such 
products. But he learned. He’s still 
learning. All production, he 
thinks, has one thing in common. 
Steady flow of materials. 
“Rhythm.” He applied rhythm to 
the production of ships, with the 
help of 90-ton cranes he had used 
on the big dams. 

He’s not concerned with criti- 
cism that the Kaiser-Frazer cars 
of today are conventional, in ap- 
pearance, production methods, 
and price. 

“When we first went into ship- 
building,” he recalled, “the first 
100 ships were made the way the 
other fellows made them. Then 
we cut loose.” 


He'll Be Cutting Loose 


Henry Kaiser will be cutting 
loose soon with more new mate- 
rials and methods, more new pro- 
cesses and products. And more 
promotion for them. 

He’s convinced that America 
needs a lot of things which the 
far-flung Kaiser organization can 
provide. 

He’ll be running a lot of adver- 
tising campaigns to build buyers 
for them. 


Sales Executives Elect 


W. Dorsey Endres, vice-presi- 
dent of Billings & Spencer Com- 
pany, Hartford, has been elected 
president of the Sales Executives 
Club of Hartford. Other officers 
are: First vice-president, Howard 
R. Carlson, sales manager of 
Hartford Gas Company; second 
vice-president, James F. Keating, 
assistant secretary of the Hartford 
Accident & Indemnity Company; 
secretary, Florence G. Farrell, 
secretary of the Hartford Cham- 
ber of Commerce, and treasurer, 
O. M. Hibler, executive vice- 
president of the Phoenix State 
Bank & Trust Company. 


Davis Appoints Two 


George L. Bradley and George 
F. Millard have been appointed 
design consultant and production 
manager, respectively, of Wallace 
Davis & Co., Houston advertising 
agency. 


WJR Offers New Service 


This summer Station WJR, De- 
troit, will give complete weather 
forecasts for Lake Huron, Lake 
St. Clair and Lake Erie, giving 
data of special interest to sailors. 
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Kimberly Names 
Eversharp Sole 
Distributor 


Los ANGELES—Kimberly Corpo- 
ration, West Coast pen manufac- 
turing company, has entered into 
a contract with Eversharp, Inc., 
Chicago, by which the latter will 
become exclusive distributor of 
Kimberly products, including the 
Kimberly Pockette pen. 

Eversharp will assume control 
over merchandising, advertising 
and sales of all Kimberly prod- 
ucts, effective immediately, and 
will undertake an advertising 
campaign soon to merchandise 
the pens on a broad national scale. 
Kimberly products will be mar- 
keted through a majority of Ever- 
sharp’s present body of more than 
30,000 dealers in the United 
States. 

The Pockette is a sphere pen 
styled so as to be suitable for 
purse, handbag or any pocket of 
a man’s suit. When closed, it is 
small and compact, but when in 
use it becomes a full-size writing 
instrument. 


Rochester Adclub Elects 


The Rochester Advertising Club 
has elected Fred A. Glover, busi- 
ness manager of the Rochester 
Times - Union, president. Other 
new officers are: Earnest R. 
Turner, first vice-president; Hoyt 
S. Armstrong, second vice-presi- 
dent, and Elmer C. Humes, treas- 
urer. 


Joins S.A.A.A. 


Howell, Sparks & Cable Adver- 
tising, Inc., Houston, has been 
elected to membership in the 
Southwestern Association of Ad- 
vertising Agencies. 


Comprehensive 
coverage of America’s 
leading retailers in sta- 
tionery and office supplies. 


MODERN STATIONER 


Ask for rates, sample copy, 
*‘Market’’ booklet. 


. 
250 FIFTH AVENUE 
NEW YORK 1, 
N. Y. 


the finest 


ypographic 
service 


in America 


Monsen-Chicago 


22 EAST ILLINOIS STREET 
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QUEEN CROWNED—Norman C. Nay- 
lor (left), president of the Railway 
Supply Manufacturers Association; Te- 
resa Carroll, crowned Queen of Rail- 
roading, and William T. Faricy, presi- 
dent, Association of American Rail- 
roads, who did the crowning at the 
supply manufacturers’ convention in 
Atlantic City (AA, June 30). 


U. S. Factory 
Worker Advances 


Most, Study Shows 


‘ New York—That high output at 
low cost—not planned economy or 
subsidized scarcity — creates 
wealth is pointed up afresh in a 
survey released by Factory Man- 
agement and Maintenance last 
week on “How Factory Workers 
Live Around the World.” 

The study, appearing in the 
July issue of the McGraw-Hill 
publication, was conducted by 
McGraw-Hill World News per- 
sonnel who practically lived with 
workers and their families to get 
first-hand reports. An automatic 
screw machine operator was 
picked in each of 14 countries, be- 
cause he was considered repre- 
sentative of production workers 
and his duties were comparable 
throughout those countries 

“Only in the United States, 
Canada, South Africa and Sweden 
do the workers interviewed have 
even the smallest of the comforts 
they want in life,” the survey 
found. “At the other extreme is 
the Indian worker whe can only 
guess at what life will bring him. 
Between the extremes are nine 
countries (France, Great Britain, 
Germany, Italy, Netherlands, Ar- 
gentina, Mexico, China and Aus- 
tralia) in all of which the work- 
ers fare poorly—some much worse 
than others.” 


U. S. Worker Gains 


Even before the war and its de- 
vastation to many countries, the 
American was far better off than 
other workers, and the war 
widened that gap. “And it under- 
lined, for all people everywhere, 
the lesson that the American sys- | 
tem of high output and low costs, 

of steadily increasing output per | 
man per hour to make more goods 

for more people at less cost, is the | 

way toward higher standards of | 

\ living. . . Only in efficient produc- | 
tion and distribution lies the hope | 

of free peoples who want to en-| 

joy free living with~comfort, with | 
leisure, even. with luxury.” 
The study shows these figures | 
for the average weekly income, 
including overtime, bonuses and | 
cost-of-living allowances; and_/| 
what’s left of the average weekly | 
income after paying for food, | 
shelter and taxes: 
United States, $73 and $29.99; 
France, $18.90 and $6.30; Great 
Britain, $44 and $26.90; Italy, 
$8.61 and $0.61; Netherlands, 
$23.04 and $6.15; Sweden, $37.80 
and $11.98; Argentina, $17.50 and | 
$6.75; Canada, $39.36 and $19.94; | 
Mexico, $14 and $8.36; China, | 
$13.84 and $7.13; India, $8.28 and | 
$3.52; Australia, $24 and $15.30) 
(this worker is unmarried, lives | 


with his parents, and contributes 
to the family budget); and South 
Africa, $30.55 and $15.06. Com- 
parable figures for Germany are 
omitted, since they “would mean 
little because of extreme short- 
ages today.” 


Marketers Elect 


Walter J. Eggers, Eggers-Rankin 
Advertising Service, has been 
elected president of the St. Louis 
Industrial Marketing Council. 
Other new officers include Ken J. 
Bayer, O. R. French & Associates, 
vice-president, and G. J. Lehleit- 
ner, Commercial Letter, Inc., sec- 
retary-treasurer. 


Fibre Products to Seidel 


Fibre Products Mfg. Company, 
manufacturer of fiber and leather 
sample cases, has placed its ad- 
vertising with Seidel Advertising 
Agency, New York. Business pa- 
pers and direct mail will be used. 


Columbia Plans 
Promotion Clinic 


NEw YorK — Promotion mana- 
gers of CBS affiliates will discuss 
their problems at a clinic to be 
held here Sept. 8-10. Invitations 
to the méeting were mailed two 
weeks ago by Herbert V. Aker- 
berg, vice-president in charge of 
station relations, and already more 
than 50 stations have said they 
will attend. 

Purpose of the clinic, accord- 
ing to Mr. Akerberg, is “to learn 
at first hand from promotion 
managers the problems and prac- 
tices of stations, so we may make 
the material we send as useful as 
possible. Also, we want to show 
some of the techniques and de- 
vices we have found productive 
in our promotion activities.” 

The meetings will be conducted 
by David Frederick, director of 


sales promotion and advertising, 
and Thomas D. Connolly, director 
of program promotion. 


Patterson Transferred 


O. K. Patterson, formerly in 
charge of the eastern division of 
Diagraph-Bradley, with headquar- 
ters in New York, has been named 
sales manager of the shipping 
room supply division. He will be 
located in St. Louis. 


Addison Names McNulty 


Wm. G. McNulty, formerly ac- 
count executive of T. R. Bauerle 
Agency, has been appointed an 
account executive of A. Linn Ad- 
dison Advertising Agency, Chi- 
cago. 


Acomb Agency Moves 


Robert Acomb, Inc., Cincinnati 
agency, has moved its offices 
from the Traction building to 444- 
446 E. Fifth St. 
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* The Good Housekeeping Cook 
Book sales from the Sunday Mirror 
Magazine, broken down into expend- 
iture districts, showed a gratifying 
consistency between per cent of fam- 
ilies and per cent of sales: 


Per Cent Per Cent 


Type of District Families Sales 
High expenditure 4.6 3.2 
Medium expenditure 77.7 74.2 
Low expenditure 16.9 19.2 
Business and misc. 0.8 3.4 

100.0 100.0 


Such evidence, while admittedly not 
conclusive, points clearly to the 
Mirror’s circulation and sales power 
distributed among high, medium and 
low expenditure districts in close ap- 
proximation to the distribution of 
families in those districts. The full 
story of this study, together with the 
photographs of the homes of Mirror 
readers, is available on application 


Goats eat tin cans... 


It was the newspaper cartoonists who started 
that one. The amazing thing about it is that 
so many people believe it literally. 

Of course, anyone who stops to think 
knows that goats are herbaceous animals 
and eat the same kind of food as horses, cows 
and sheep. They can neither eat nor digest 
tin cans. 

Strange how these myths get started, 
gather strength, become Gospel. All big 
newspapers—the Mirror among them—have 
to combat the “mass myth.” The same sort 
of people who believe that goats eat tin cans 
believe that the readers of all newspapers 
with large circulations live in the slums. 

Recently we explored with a camera the 
homes of a number of known Mirror read- 
ers who bought Good Housekeeping Cook 
Books from a four color gravure advertise- 
ment in the Sunday Mirror Magazine.* It 
was an honest investigation, carefully 
guarded against all distortion. We let the 
pictures speak for themselves. There were 
some tenements, some flats above stores, but 
the great majority were very nice dwellings 
indeed. Projected on our entire circulation, 
that study would show an overwhelming 
majority of our readers in far better-than- 
average homes. 


Despite the honesty of the research, we 
know that any such conclusion must be false. 
Sorry, but the Mirror readers do not live in 
better-than-average homes. Neither do the 
readers of any other newspaper. On the other 
hand, they do not live in worse-than-average 
homes. Any newspaper is bound to hit an 
average. There is no such thing as a class 
newspaper. There is no paper which fails to 
reach a fair share of class circulation. 

There are, however, some very real, po- 
tent differences between a big newspaper 
and a smaller competitor in the same city. 
The big one does a big job not only through- 
out the city but also in every district and 
neighborhood. It helps all dealers—not just 
those who sell where the smaller paper may 
chance to be distributed. 

The big paper reaches more people, 
makes more sales, at lower cost per sale. 

And there is something about the uni- 
versal appeal of a big newspaper—reflected 
and confirmed by its great circulation — 
that lends rare power to its advertising 
columns. 

Currently there is only one other paper in 
the United States that attains a circulation as 
large as the Mirror’s—more than 1,044,000 
daily, more than 2,213,000 Sunday. 


NEW YORK MIRROR 
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Two Name Alfred-George 


Arthur Pine Associates, public 
relations counselor, and Walter D. 
Nagel Company, exporter, have 
named Alfred-George Associates, 
New York, to handle their adver- 
tising. Business papers and daily 
newspapers will be used. 


Standard Oil Ups Four 


J. W. Ross, assistant’ general 
manager of sales for the central 
division of Standard Oil Company 
(Indiana), Chicago, has been pro- 
moted to assistant general mana- 
ger of sales of the general sales 


division. W. H. Miller, manager in 
Mason City, Ia., has been named 
to succeed Mr. Ross, and J. M. 
Hamer, assistant manager of the 
Chicago sales division, succeeds 
Mr. Miller. A. V. Fraser, sales 
promoter in the general office in 
Chicago, has been appointed to 
replace Mr. Hamer. 


Two Appoint Aldridge 

A. E. Aldridge Associates, Phil- 
adelphia, has been appointed to 
handle the advertising of General 
Utilities Corporation, Philadel- 
phia, and Electric Service Mfg. 
Company. 


ON WEST COAST 
OPPORTUNITY FOR AGENCY MAN 
WITH EXPERIENCE IN 
APPAREL ACCOUNTS 


We have an opening for a man around 35-40 with suc- 
cessful agency experience, including work on apparel 
accounts or department store merchandising. Must 
know how to create plans, to write good copy and con- 
tact seasoned advertisers. Ability to go after new clients 


also important. 


This is a permanent position with good salary, bonus, 
and opportunity to acquire stock in leading AAAA 
agency on West Coast after ability is proved. 


Write, in detail, to Box 6759 Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


LJ 
RATES: 60¢ 


t line, ‘minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 


25 letters and spaces: per fine; light body face 34 per line. Box numbers add two lines. Copy deadline 


Thursday noon, 11 days date. 


Display classified advertisements take card rate of $9 


per column inch Regular card discounts on multiple insertions and space over $ inches apply on display 


HELP WANTED 


Advertising Promotional 
Sales Executive Specializing 
in Display & Point-of-Sale 

Aids 


Progressive organization, located in Phila- 
delphia, Pa., specializing in display and 
point-of-sale aids for diversified chain 
store, dealer and distributor organizations 
on a national scale; is looking for a man 
fully experienced as a designer and Sales 
Contact Executive for interior and window 
displays. The man we are seeking must 
be able to originate a program, design 
it and have top-notch sales ability to put 
it across, and be able to follow all de- 
tails to completion. This is an oppor- 
tunity of a life-time. Write resume of 
background, experience and personal data 
and send photo if available. Our staff 
knows of this ad. 


Box 6746, ADVERTISING AGE 
330 W. 42nd Street, New York I8, N. Y. 


8 Room House ~ 
For Sale or Trade 


Am moving to New York Sept. |, and 
will trade or sell my home in the country 
for one similar in N. Y. area. | hour, 
14 min. commuting on NW. RR. 12 good 
air conditioned trains each way daily, 
with diner & bar service. 


House recently painted and decorated. 
Gas hot water heat, fully insulated. Large 
corner lot and garage. Public and 
parochial schools in good small town. 


Price $10,500 


Box 6761, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


COPYWRITER 
WANTED 


Midwest agency seeks the services 
of a Copywriter. Must have abil- 
ity to plan plete campaig 
and write good copy. In writing, 
give experience, age, education, 
religion, salary desired, photo, 
and send samples representative 


WANTED: 
Editor - Manager 


Leading New York publisher 
offers good opportunity to man 
who can qualify as editor-manager 
of well-established department 
specializing in ‘how-to-do-it"’ 
technical and semi-technical books 
for mail-order, vocational school 
and general trade sale. Most im- 
portant is ability to evaluate po- 
tential books in terms of markets, 
seek out suitable writers—in short 
to guide and manage the work 
from inception of books to their 
subsequent sale. 


Mail order experience will be 
helpful—particularly if it has per- 
tained to types of books men- 
tioned. Man selected will be 
backed with full facilities of one 
of the best known names in the 
publishing field. Present list in- 
— several best-selling tech- 
nical books will serve as helpful 


guide to expansion along similar 
lines. 


Give details in letter which will 
be held in strict confidence. Sal- 
ary open. Our own organization 
knows all about this advertisement 
and will cooperate to the limit 
with the man chosen to head this 
division of the business. 


Box 6753, ADVERTISING AGE 
330 W. 42nd Street 
New York 18, N. Y. 


WANT A FUTURE? 
Midwestern trade paper pub- 


lisher has splendid opening in 
Chicago office for a young man 
with some—but not too much— 
experience. Salary and commis- 
sion. Give full experience and 


enclose picture if possible. 


Box 6755, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


of your work. Excellent oppor- 
tunity. Write 


Box 6754, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


CAROLINA CALLING ... 


@ Artist @ 2 Copywriters 
@ Time Buyer ©@ Office Manager 
For Fast-Moving Young Agency 


Just completing sensational first year .. . 
and picking up speed. Need proved 
agency eastortnare who know way around 
on $250,000-up Consumer accounts. 

Free rein if you know your stuff. And if 
ne qualify, you'll like the job, surround- 
ngs, salary .. . and the future. Write: 
Box 6757, ADVERTISING AGE, 100 E. 
Ohio St., Chicago II, Illinois. 


TOP-FLIGHT 
RADIO EXECUTIVE 


Presently agency employed. Extensive net- 
work experience. Young, but with ‘seasoned 
judgment. Promotional, creative— both feet 
on ground. Knowledge programming, time- 
buying, scripts, television. Versatile producer- 
director. Develop radio department, * general 
business. Veteran, college grad. Exceptional 
recommendations. 
BOX 6756, ADVERTISING AGE 

330 W. 42nd Street, New York 18, New York 


ADVERTISING SALESMEN 


Wanted by large national organization 
for business magazine. Beginners con- 
sidered. Salary plus commission and 
bonuses. Willing to travel if necessary. 
Send resume including —_ education, ex- 
perience and salary desired to: 
Box 6752, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 
LETTERER-DESIGNER 
TOP-NOTCH MAN-EXP. in creating 
layouts for Window and Counter 
Display Cards for Silk Screen and 
Litho Reproductions. Location in 
Philadelphia, Penna. Our staff knows 

of this ad. 
Box 9020, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 
COPY WRITER 
Wanted by medium size Chicago 
agency to help busy copy chief. Ex- 
perience in consumer package goods 
desirable. Write full details. 

Box 9017, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Midwest University offers good sal- 
ary and future for college man with 
varied advertising experience. Stim- 
ulating contacts, interesting activi- 
ties. Start September. Write: 
Box 9015, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


CONTACT EXECUTIVE 
Medium size Chicago agency seeks 
services of well grounded advertis- 
ing man to join its staff as account 
executive. We want a man who is 
able to turn leads into business and 
soundly serve advertisers in terms 
of our well-developed methods. We 
don’t want a beginner, yet we’re not 
interested in locating a man with 
business in his pocket. Write full 
details. Give references. All appli- 
cations will be kept strictly confi- 
dential. 

Box 9018, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I1l. 


COPYWRITER — long established 
public relations organization has 
opening for top copywriter; creative 
ideas; writing and planning. Ad 
agency background desirable. Give 
age, experience, salary desired, etc. 
Box 9030, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER with experience 
along major household appliance 
lines to prepare consumer and deal- 
er promotion material for manufac- 
turer in Detroit area. Some sales 
training involved. Rough layout 
ability desirable. 

Box 9025, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


EDITORIAL OPPORTUNITY 
The position of editor of a leading 
ABC, ABP publication in the heat- 
ing, air conditioning and sheet metal 
field is to be filled before September 
1. It is that rare opening for a 
man, under forty, with a_ back- 
ground in this or a related field, 
with engineering training and with 
a good editorial record. Write for 
interview giving all details. Located 
in Chicago. 

Box 9031, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


POSITIONS WANTED 


SALES PROMOTION MAN 
Capable, creative, contact, copy, idea 
man wants to work and live in a 
small community. Sales minded, 
middle 40’s with sound promotion 
experience. Knows sales promotion, 
advertising, sales. 

Box 9027, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ART DIRECTOR-VISUALIZER 
Now with well-known Chicago studio, 
prefers position with med. sized Chi- 
cago Adv. Agcy. 14 yrs. exp. Roughs 
and comps. for all media; posters, 
cartoons, finished lettering.. 

Box: 9028, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


CAPABLE young man — married. 
Exp.: layout, copy, liaison, public 
relations, photo, ete. Desire small 
agency or department work—Mis- 
souri Graduate—Chicago. 
Box 9029, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVES WANTED 


Publisher’s Representative in N. Y. 
and Pa. territory wanted for estab- 
lished western business monthly 
publication. Must be producer. 
Box 9026, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 
De Luxe “Silver on Black” specially 
gummed labels. Write for free folder. 


PROFESSIONAL PRESS 
801 E. Wisconsin Ave., Oak Park, Ill. 


ADVERTISING NOVELTY line 
wanted for Southern Florida or all 
of State. Specialized salesmen under 
experienced guidance. Established 
Contacts. 

Box 9010, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


NATIONAL magazine representative 
will share Cleveland office, secre- 
tary, teletype, Ediphone, furniture 
ready to use; economical; handiest 
location; prefer publication repre- 
sentative. 

Box 9000, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Incomes Gain as 
Cities Increase, 
New Study Shows 


WASHINGTON—The median in- 
come of individuals and family 
groups in the United States 
ranged from $3,063 in cities of 
over 1,000,000 in 1945 downward 
to $1,823 in communities of less 
than 2,500, according to a sample 
study by the Census Bureau. 

While the bureau warns that 
the sampling technique involved 
danger of error, it holds that the 
figures are sufficiently accurate 
to indicate that “average incomes 
increase as size of city increases.” 

Census found 35.9% of all units 
had incomes of $1,500 to $3,000, 
and that 64.5% had incomes 
under $3,000. 

In cities of 1,000,000, only 48.2% 
had incomes under $3,000. For 
communities of 25,000 to 1,000,- 
000, the number with less than 
$3,000 ranged above 57%. It in- 
creased to 64.9% in towns of 
2,500 to 25,000 and to 76.8% in 
areas under 2,500. 


Admen Reelect Officers 


The San Diego Association of 
Advertising Agencies has reelected 
its 1946-47 officers. They are: 
Norman W. Tolle, Tolle Company, 
chairman; Norman R. Barnes, 
Barnes - Chase Company, vice- 
chairman, and William P. 
Schramm, Armstrong, Griffith, 


Requa & Associates, secretary- 
treasurer. 
Kendrick Promoted 


Alfred J. Kendrick has been 
appointed general manager of 
World Broadcasting Company, a 
subsidiary of Decca Records, Inc., 
New York. He was formerly vice- 
president of World Music Service. 
wired-music division of World 
Broadcasting. 


Scripps-Howard Promotes 
Three; Retires Two 


Scripps-Howard Newspapers has 
announced the following changes: 
Earl D. Baker, business manager 
of the Washington Daily News, 
has been named business manager 
of the San Francisco News, suc- 
ceeding Alan L. Houser, who has 
retired because of ill health. Matt 
Meyer, advertising director of the 
Washington Daily News, has been 
appointed to succeed Mr. Baker 
as business manager. 

James A. Foltz Jr., assistant gen- 
eral manager of the Cleveland 
Press, has become business man- 
ager of the paper. John G. Meilink, 
general manager of the Press, has 
retired from the organization. 


Hay Adds New Service 

Dan Hay & Associates, Salem 
and Portland, Ore., public rela- 
tions specialist, has increased 
client service, to include publicity 
counseling, and the publication of 
house organs and trade magazines. 
Russell A. Hays has been ap- 
pointed head of industrial pub- 
lications. 
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+ Vacuum-packed om cans and Ultra Vac jars a 
+ Two Grinds Regular, or Drip and Glass-Maker 


RUNS IN 500—New Sam Cobean car- 
toon series for Hills Bros. coffee which 
will run this summer in 500 newspapers. 


Cobean Cartoons 
Tell Hills Bros. 
Story on Coffee 


San Francisco—Sam Cobean of 
cartoon fame has dipped his 
humorous pen in coffee and come 
up with a new summer campaign 
for Hills Bros. 

The cartoon series will run 
regularly in 500 newspapers. 
Theme of the campaign, “Some 
Like It Hot, Some Like It Cold— 
Everybody Likes Hills Bros. 
Coffee,” carries through each of 
the 168-line ads. 

All of the ads have a typical 
Cobean twist. Half of the panel 
shows somebody “in a sweat” and 
thinking about a hot cup of coffee. 
The other half pictures a person 
working in the cold with his mind 
on a glass of iced coffee. 

Portfolios of the entire Cobean 
series are being distributed by 
Hills Bros. salesmen to proprietors 
and clerks in all their retail out- 
lets. Blow-ups of the cartoons in 
three colors are being furnished 
grocers for wire hangers and 
posters. 

N. W. Ayer & Son, San Fran- 
cisco, is the agency. 


Starts Cargo Line 

American Overseas Airlines, 
New York, has inaugurated a reg- 
ularly scheduled all-cargo flight 
service on the airfreighter Europa 
from New York to Newfoundland, 
Ireland, England, Holland and 
Germany. The airfreighter, which 
will operate on a once-a-week 
round-trip frequency, will ac- 
commodate “large-door”’ ship- 
ments up to 14,000 pounds and 
will be equipped to handle live- 
stock. 


Adrien Mey Appoints 
Wilson, Haight & Welch, Hart- 
ford, Conn., has been named to 
direct the advertising of Adrien 
Mey, New York, United States 
representative of C-B_ cottons 


manufactured by Cartier-Bresson, 
Paris. 


Some bright, young 


COPYWRITER’S WIFE 


is going to hear about this, tonight! 


Suppose dinner does get a little cold, while 
you tell her about this. Kiss her... and 
start talking. 


Tell her you just got wind of an opportunity 
that sounds like ‘‘the one.’’ It's in Cincin- 
nati. Swell city. Nice place to raise kids. 
Friendly. Substantial. Solid. Doesn't boom- 
bust like so many other cities. A lot closer 
to ‘‘America’’ than Park Avenue, too. Makes 
it easier to get the ‘‘feel’’ of the people ad- 
vertising is written to. 


And the job? Tell her it’s with a 4-A 
agency that has one of the best reputations in 
the country for sound thinking and good copy; 
that it has a long (and steadily growing) list 
of important national accounts. 


Tell her the vacant office is right next door to 
the principal and shirt-sleeve v.p. in charge 
of copy. Tell her he wants that office occupied 
by a bright, up-and-coming copywriter who's 
equipped to do a top-flight job, now... 
and who has all the makings of a real star. 


(This is not a job for a beginner. At least 
3 to 4 years of agency—or equivalent—adver- 
tising writing experience are needed! Age: 
somewhere close to 30.) 


Starting salary? That depends, of course, on 
experience and proved ability. But you can 
assure her that we're ready to start a good 
man at a good salary. And you might men- 
tion that there's a profit-sharing pension trust 
in which the people, here, are building up 
some nice nest-eggs. 


Is she getting out your portable for you? 
Fine. Tell us your experience, education and 
age. Enclose a snapshot and some typical 
samples for which you were completely re- 
sponsible. Oh yes, and salary required. It 
will all be in strictest confidence, of course. 
(Would we consider a girl? Yes. Yes, we 
would!) 


Address Box 6760, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 
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Legends Die as 
Oklahoma Train 
Invades the East 


Cuicaco—Showmanship without 
bombast marked Oklahoma’s In- 
dustrial Tour Exhibit train as it 
made its second stop here last 
week on a 17-day tour of 11 large 
northern industrial cities to 
spread the Sooner State gospel. 

Business men from 62 Okla- 
homa cities welcomed local manu- 
facturers and suppliers in a com- 
fortable parlor car where melo- 
dies from the musical production 
“Oklahoma” provided atmosphere. 

Bitter community rivalries of 
past years were forgotten by the 
delegates as they described the 
$35,000 worth of colorfully lighted 
plastic exhibits, in four specially- 
equipped baggage cars, designed 
to tell the story of the state’s 
economic advantages and  re- 
sources. 

Popular misconceptions of mud 
huts, tepees, Indians and ‘“Okies” 
were casually refuted as the guides 
unfolded panoramas of spacious 
homes, skyscrapers, and modern 
cities “all built, of course, by sons 
and daughters of pioneers, whose 
enterprise, enthusiasm and initia- 
tive are at the disposal of new 
business and manufacturing con- 
cerns.” 


Stress Natural Resources 


Oklahoma’s strategic market 

position was established by ref- 
erences to the state’s proximity to 
the “Babson circle,’ described as 
a section of the country “rela- 
tively safe” from atomic warfare, 
and by charts showing favorable 
freight rates, airline, and other 
transportation services. 
_ Displays showing underground 
water resources and_ irrigation 
projects were cited as contribu- 
tory factors to uniform agricul- 
tural income and a_6 stabilized 
economy, while other’ exhibits 
stressed vast reserves of coking 
coal, electric power, cheap natural 
gas, petroleum reserves and other 
mineral resources. 

Particular emphasis was placed 
on the state’s new corporation 
code (similar to that of Dela- 
ware) and favorable tax situation 
(Oklahoma is now a community 
property state), as well as corpo- 
ration sales and use tax exemp- 
tions, and reduced gasoline, pay- 
roll and intangibles taxes. 


Special editions of the Tulsa: 


World are being flown to Toledo, 
Detroit, Cleveland, Buffalo, Bos- 
ton and other cities visited by the 
train. The tour, whose cost is 
estimated at $200,000, is sched- 
uled to reach New York (Penn- 
sylvania Station) July 7-8, Phil- 
adelphia (Broad St. Station) July 
9, Pittsburgh (Pennsylvania Sta- 
tion) July 10, and Cincinnati 
(Union Station) July 11. 


Norman Waters Elects 


Norman D. Waters & Associates, 
New York, has elected H. L. 
Waters treasurer, and Louis 
Landesman _ assistant treasurer. 
Other officers remain the same: 
Norman D. Waters, president; 
Charles H. Whitebrook, vice- 
president, and Elaine L. Waters, 
secretary. 


Names Leonard Shultz 


Leonard Shultz, 501 Fifth Ave., 
New York, has been named New 
York advertising representative of 
Wood Construction & Building 
Materialist, Xenia, O. 


Shane Joins Bart 

Sinclair Shane, formerly art di- 
rector of Joseph Katz Company 
and assistant art director of Ken- 
yon & Eckhardt, has joined the 
art department of Stuart Bart Ad- 
vertising, New York. 


Point of Sale Group 
Elects Officers 


C. L. Vanderbogart, Niagara 
Lithograph Company, has been 
reelected president of the Point 
of Purchase Advertising Institute, 
New York. Edgar Reutener, Wil- 
liam A. Howe Company, has been 
advanced from second to first 
vice-president; Frederick L. 
Wertz of Window Advertising, 
Inc., was named second vice- 
president and treasurer, and Nor- 
man McKean continues as execu- 
tive, secretary. 


Macy Runs Special Ads 
R. H> Macy & Co., New York, 
has started a special newspaper 
advertising campaign in coopera- 
tion with 20th-Century-Fox’s 
“Miracle on 34th St.” Ads of 
280 lines will appear on amuse- 
ment pages of newspapers in 80 
cities of more than 100,000 pop- 
ulation. Grey Advertising Agency, 
New York, has the account. 


Just Nice Snooze, 
Gotham to Paris, 
Air France Says 


New York — Air France an- 
nounced last week that its new 


Comet Constellations will be 
equipped with sleeping accommo- 
dations, and used newspaper 


space to declare it “was first to 
offer sleeper plane service across 
the Atlantic.” 

The airline used full pages in 
the New York Herald Tribune and 
Times and half pages in the Sun 
and World-Telegram. Half pages 
also appeared in newspapers in 
Boston, Chicago and Los Angeles. 
Later this month the sleeper 
planes will be promoted in The 
New Yorker, Time and the New 
York Times and Herald Tribune 
magazine sections. 

“To sleep away the hours of 


transit to Europe is surely the 
ultimate, the final touch, in lux- 
ury speed-travel,” the eopy said. 
The planes, styled in beige and 
chartreuse, will fly 44 travelers 
in conventional seats, or 22 pas- 
sengers in berths. Nine Comets 
will eventually be placed in serv- 
ice. 

J. M. Mathes, Inc., is the agency. 


Named Ad Director 


Joe Stein, formerly with Labtex 
Fabrics, a division of Cantor- 
Greenspan, has joined Reporter 
Publications, New York, as ad- 
vertising director of American 
Fabrics. 
fabric firm for 13 years. 


Joins Erwin, Wasey 
Benton Ferguson, formerly vice- 
president of 


South, Oklahoma City, 
president. 


Mr. Stein was with the 


Campbell-Mithun, | 
has joined Erwin, Wasey of 7 
as vice-|] 


47 
Crombie to ‘Digest’ 


David S. Crombie, formerly ad- 
vertising manager of three Mac- 
lean-Hunter publications — May- 
fair, Men’s Wear of Canada and 
Style, has joined Reader’s Digest 
International Editions as Cana- 
dian manager. He will make his 
headquarters in Toronto. 


PASADENA FAMILIES* 


spenn 32% MORE 


THAN THE AVERAGE 
CALIFORNIA FAMILY 


SPECIALISTS IN THE PRINTING OF 


yb is a large volume of the kind of printing Printing Products 
Corporation is best — and organized to produce, so if in 


doubt, it is best to write or phone what is wanted and information will 


be promptly given. 
Here is complete equipment and organization to handle all or any 
of printing orders in which we specialize—from ILLUSTRATIONS 


and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt o 


because of up-to-date equipment and best workmen. 


because of automatic machinery and day and night operation. 


Proper Zuality 
Zuich Delivery 


Right Price 


will save much anxiety regarding attentive service, 


quality and delivery. 


LUTHER C, ROGERS 
Board Chairman and 
.- Management Advisor 
L. CC.“ DPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
~ President and 
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“Director of Sales 


cuts and copy until delivered. 


Business methods and financial standing.are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1 000,000 highest standing. 


Equipment and Organization is unusual — Operation is Day and Night. 


Printing Counsel is given on Economical Production and Proper Quality. — \ 
Advertising Counsel is given on Methods, Copy and Illustrations. 


part 


printing 


_ ee 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers | 


Telephone Wabash 3380—tLocal and Long Distance 


2 a ee Pee ees ae ae 
CT ete saiee ian ite. a 


Polk and ta Salle Streets, Chicago 5, Illinois 


: A large, efficient and completely — 
equipped printing plant, 
(The former Rogers & Hall 


CATALOGS - PUBLICATIONS = ~~” 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


New Display Type : 

'. for all printing orders. . 

Clean Linotype 
Monotype and Ludlow 

typesetting. : 

All Standard Faces — 
of type and special 

faces, if desired. 


Good Presswork— 
one or more colors. 


| Facilities for Binding. 

as fast as the ings 
print. 

Mailing and Delivery 


_ service as .fast, as. 
copies are completed. 


A SAVING is 
in shipping or mailing. when 

is done in- Chicago, — 
{ the great central market and 

| distributing point. 

because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment 
. \e? 

part 

we ARE STRONG ON ouR SPEC 


Product 


(THE FORMER ROGERS AND HALL CO. 


MPANY) ; ; 


at i ee 


often obtained 


H. J, WHITCOMB 


Vice President anti 
Assistant Director of { 
Sales 


1. C. HOPPE ~~ 4 
. Secretary 
W. E. FREELAND 
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TURN TO PAGE 44 


Launches Shoe Drive 


Plymouth Shoe Company, Ply- 
mouth, Mass., manufacturer of 
men’s shoes, has launched an ad- 
vertising campaign in shoe trade 
journals, using the theme “Watch 
Piymouth Become America’s 
Fastest-Selling Men’s Shoes.” A 
national advertising program will 
be started in August with color 
pages in Esquire, Pic and college 
publications. 


Plugs New Train 
The Chicago, Milwaukee, St. 
Paul & Pacific Railroad, Chicago, 


has prepared a brochure on the 
services and accommodations of 


its new Olympian Hiawatha 
Speedliners. The direct mail piece 
augments the company’s news- 
paper, magazine and radio cam- 
paign. Booklets, folders, bag- 
gage labels, menus and match 
books also are being used for the 
promotion. Roche, Williams & 
Cleary, Chicago, is the agency. 


WSM Appoints DeWitt 


Jack DeWitt has been appointed 
president of Station WSM, Nash- 
ville, succeeding Edwin Craig, 
who has been made chairman of 
the board. Harry Stone remains 
as vice-president and general 
manager. 


from coast to coast... 


the DAILY NEWSPAPERS 
DUG OUT the facts ABOUT CANADA 


Three years ago the daily newspapers of 
Canada realized quite clearly that the war 
years could have a tremendous effect on 
the habits of all classes of the Canadian 
people. The newspapers saw that post-war 
planning would be faulty, full of guess- 
work, and wasteful of effort, unless an 
overall look was taken at the changed 
Canada. 


This look was taken a few short months 
ago and it was no mere glance. It was a 
penetrating gaze into the homes, the lives, 
the aspirations and the habits of all our 
people. What the newspapers saw was 
plenty . . . more than enough to guide 
and direct sales and advertising plans 
into right channels during 1947 and later. 


Up to now, sales and advertising man- ° 


agers have been working in the dark. 
They have been trying to guess at shifts 
in population, brand preferences, shop- 
ping habits and pent-up demand. They 
can see light now . . . they can get the 


truth about post-war Canada from the 
Canadian Daily Newspapers Association 
Consumer Survey . . . the biggest report- 
ing job done by newspapers since the end 
of the war. 


Yes, it was a big task. It meant using 
the good-will and the influence of daily 
newspapers right across the country to 
get thousands upon thousands of families 
to each sit down and reveal over two 
hundred facts about themselves. The 
number of families agreeing to do this 
set a new high record in Canadian sur- 
vey work. 


Just as daily newspapers recognize their 
duty to their communities and to their 
country, so do they recognize a duty to 
the industrial life of Canada. They have 
fulfilled that duty by reporting Canada as 
it is today for all who want to plan and 
work with vim and vigor for a prosperous 
and well-planned future. 


Only the Daily Newspapers can see Canada as Canada is 


The full story is in the 


CANADIAN CONSUMER 


If you wish a copy for yourself—order direct 
—the price is $5.00 
Published by 
The Canadian Daily Newspapers Association 
36 Toronto St., Toronto 1 
1. H. Macdonald, General Manager 


SURVEY oF 1947 


NOW... you can plan sales and advertising with confidence, aggressiveness and 
certainty. NOW you can see the pattern of post-war Canada. NOW you can see the 
impact on our people of war-time shortages, new products, prices and wages. 
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AT FRIGIDAIRE PREVIEW—Snapped at Frigidaire's new laundry equipment 
preview in New York, June 26, at which about 250 viewed the company's auto- 
matic washer, ironer and dryer, are (in customary order): J. C. Dresser, exec- 
utive assistant of the General Motors overseas division; E. S. Hoglund, assistant 
general manager of GM's overseas division; Al Dorne, president of the Society 
of Illustrators; Emerson Foote, president of Foote, Cone & Belding (which 
handles Frigidaire advertising), and Harry Dieter of FC&B's Chicago office. 


Discount Practice 
Study Shows Need 
for Industry Code 


Cuicaco — Trade practice con- 
ferences which evolve rules of 
conduct for industries and force 
fair discounts probably will be in 
greater need as the buyers’ mar- 
ket develops, Dartnell Corporation 
concludes in a special investiga- 
tion of trade discount practices. 

“Voluntary codes have already 
been established in several fields 
with FTC’s blessing and assis- 
tance,” it adds. ‘“‘No other method 
has yet been suggested to imple- 
ment the public’s desire to avoid 
both the evils of monopoly and 
those of unchecked competition.” 

The company points out, how- 
ever, that wholly different atti- 
tudes toward discount practices 
are being defended today, and 
that “no one without a crystal 
ball can predict which will win 
out.” In addition to a “general 
hush-hush which has clouded the 
subject, trade discount practices 
remain in an uncertain state” 
pending more complete interpre- 
tation of the Robinson-Patman 
Act. 

The new study, Report No. 558, 
discusses present discount prac- 
tices and probable long-term 
trends, with the cooperation of 
126 companies in various lines of 
business. Copies of the book, at 
$7.50, are available at the offices 
here, 4660 Ravenswood Ave. 


Cate Leaves Airline 


to Form Own Agency 


Ted Cate has resigned as ad- 
vertising director of Western Air 
Lines, Los Angeles, to establish 
his own advertising agency, Cate 
& McGlone, specializing in col- 
lateral advertising for the avia- 
tion and travel industries. E. D. 
McGlone, Mr. Cate’s associate in 
the new agency, was formerly 
with United Air Lines and West- 
ern Air Lines. Mr. Cate is also 
working on “World Guide,” a 
standard reference for air ship- 
pers, now in the process of publi- 
cation. 

With the resignation of Mr. 
Cate, the advertising and publicity 
departments of Western will be 
consolidated under the direction 
of Kenneth E. Allen, director of 
public relations. 


Appoints Glassley 

Ray H. Glassley, executive vice- 
president of Columbia Aircraft 
Industries, Portland, Ore., during 
the war, has been appointed as- 
sistant to George Mackenzie, per- 
sonnel director of Portland Gas & 
Coke Company. 


Appoints Olsow 

Herb J. Olsow, 366 Madison 
Ave., New York, has been ap- 
pointed eastern representative of 
Parts Jobber, Chicago. 


‘Lamp Journal’ Moves 


Rosenthal & Smythe, Inc., pub- 
lisher of the Lamp Journal, has 
moved from 230 Fifth Ave. to 118 
E. 28th St., New York. 


Faithful reproduction demanded by a 


discriminating advertising clientele, is the 


reason for the exclusive recognition 


of Laurence, inc., in the certificate 


of merit awarded by the New York 


Museum of Science and Industry. 


CODAMOONLFEES si. 


PHOTO ENGRAVINGS OF QUALITY 


547 SOUTH CLARK STREET, CHICAGO .* WABASH 6284 
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Horizon Unlimited 
in Radio Industry, 
Louis Cowan Says 


Sees Record Shows 
Making Strong Bids 
for Big Advertisers 


By MAURINE BROOKS 


NEw. York—Few people have 
more faith in the future of tran- 
scribed radio shows than Louis G. 
Cowan. This ace idea man has 
invested approximately $465,000 
in four new waxed series now 
being peddled for fall sale. 

Biggest single item on Pro- 
ducer Cowan’s budget is the 
Tommy Dorsey disc jockey plat- 
ter, which is going at such a rate 
that it no longer looks like a 
gamble, even at the estimated 
production cost of $300,000. At any 
rate, the elder of the “Fabulous 
Dorseys” has a five-year guaran- 
tee of $1,500,000 on the deal. 

“There is a bigger field ahead 
for transcribed shows—and it’s 
opening up all the time,” Mr. 
Cowan said. “Two of the major 
networks now take them; a third 
allows transcribed repeats, and 
major advertisers are beginning 
to give them serious considera- 
tion. 


They’ll Sell the Goods 


“What does the advertiser want 
for his money? A good program 
in the areas where it will sell his 
merchandise. Talented entertain- 
ers on transcription can certainly 
give him that. 

“In addition, there is a plus 
factor as far as the advertiser is 
concerned. If he buys platters, he 
can know what he is getting for 
26, 32 or 52 weeks in advance. 
He should be more comfortable 
whén he knows exactly what he 
is buying.” 

Any doubts concerning the ac- 
ceptability of canned radio shows 
to the American public should 
have been dispelled by Bing 
Crosby this year, Mr. Cowan sug- 
gested. Canned entertainment, via 
films, has been doing very well 
in competition with live stage 
shows for many years. 

Mr. Cowan’s first idea, “The 
Quiz Kids,” still is a big money 
maker for its originator after 
seven consecutive years under the 
sponsorship of Miles Laboratories. 
The birth of this show coincides 
very nearly with that of Mr. 
Cowan’s first child. Fact is, that 
event is probably where he got 
the inspiration. 

Some 250 bright boys and girls 
have been “Quiz Kids.” It is a 
little soon to tell if they will live 
up to the early flash of promise. 
But many of them are now prize 
pupils in college and graduate 
school. 


Starts with Church Account 


Tall, dark-haired, Mr. Cowan 
received his master’s degree from 
Chicago University in 1931—and 
is a frustrated newspaper reporter. 
Finishing school in the depression 
years, he had little choice in the 
matter of a job. Publicity was as 
close as he could get to the news- 


paper business. 

One of his accounts was the 
Methodist Episcopal Church, 
through which he got into the 
business of radio production. He 
put together a transcribed series, 
based on the lives of famous mis- 
sionaries and called “Heralds of 
Destiny.” Shortly afterwards he 
helped build Kay Kyser’s “Kol- 
lege of Musical Knowledge,” his 
first network effort. 

Minus an interlude spent as di- 
rector of the OWI’s New York 
office during the war, Mr. Cowan 


has been producing radio shows 


ever since. 

Many Cowan packages have a 
more significant underlying moti- 
vation than the mere desire to en- 
tertain—although they obviously 
take this factor into consideration 
or they wouldn’t sell. 

“RFD America,” for example, a 
new show which three advertisers 
are considering for fall sponsor- 
ship, aims to portray the farmer 
as an intelligent, influential mem- 
ber of the American community. 
This will be done simply by let- 
ting farmers from various sections 
of the country speak for them- 
selves during the program. 


Show Airs Controversies 


Another social-conscious piece 
among his productions is “Fight- 
ing Senator,’ which during its 
brief career over NBC for Lever 
Bros. Company last summer took 
up many subjects—the Athens, 
Tenn., G.I. rebellion, black mar- 
ket babies—most sponsors would 
consider too hot to handle. 

One of Mr. Cowan’s favorites is 
a drama which he concedes has 


ets 


little chance of getting on the air. 
Called “Mr. Unknown,” it is based 
on natural episodes in the lives 
of ordinary people. 

Others in the long list of Cowan 
availabilities: “The Virginian,” a 
dramatic serial based on the char- 
acter in the novel of the same 
name; “The Smiths of Hollywood,” 
a situation comedy, starring Ar- 
thur Treacher, with movie guest 
stars; “Red Ryder,” a shoot-em-up 
package. inspired by the comic 
strip character; “Theater of Fa- 
mous Radio Players,’ currently 
heard over several stations; ‘“Mur- 
der at Midnight,” broadcast over 
more than 100 stations, sponsored 
in every case; “Barber Shop Har- 
monies,” already on the air; and 
five minutes of sports by Joe 
McCarthy. 

Mr. Cowan, who recently named 
Stuart Bart Advertising to handle 
his account, will spend $80,000 
to publicize his new shows. 


Metro Mat Service Moves 


Metro Associated Service, New 
York, publisher of advertising 


mat services, has moved all its 
departments to its new building 
at 80 Madison Ave. 


May Agency Moves 

May Advertising Company has 
moved its offices to Suite 922 
Commercial Trust building, Phila- 
delphia. 
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SELL BY MAIL 


Let Gila cunccnntal om, order advertising 
books. courses, services, xa” = 
ARTWIL COMPANY, Advertis' 
26-B West 48th St. @ New York 19, 
MEdallion 3-0813 


Up-to-the-minute % ae aekee 
_ Directories of AM - FM - TV Stations 


with weekly addenda supplements are 
7 ‘included in the services of 


RADIO NEW 
Martin Cod 
Publish 


Levinton L/igest FM Reports 


— ee ep tr tg ep er er er er a ee 
1519 CONNECTICUT AVE. N.W. @ WASHINGTON 6, 0. C. 


S BUREAU 
el, Editor 


er of: 


$>271,573,480.20 


in Housewares 


How much do you have? 
How much can you hope 
to get? Where? How? 


Send today for another new Hardware Age Sur- 
‘vey. 10,190 major hardware dealers are selling 
housewares at the rate of $26,650.98 per store. Is 
your product included in one of the 33 lines listed 
below? If so, you'll be interested in seeing how 
many major hardware dealers are handling similar 
products . . . and how hardware wholesalers fit 


into the picture. 


These and other valuable facts are ready to help 


LINES COVERED 


Electric Irons and Toasters 


you plan a quick-action sales campaign. And 


Hardware Age can help you carry it through by 
selling the leaders in the hardware trade. Surveys 


Ladders and Stools 
Cleaners, Polishes and Waxes 


on major appliance lines, sporting goods and other 


lines are also available or in preparation. Write for 


your free copy today. 


HARDWARE 


MAIN ENTRANCE TO THE GREAT HARDWARE MARKET 


100 EAST 42nd STREET e 


A Chilton Q Publication 


@® Charter Member @ 


768 


Bathroom Accessories 


Stainless Steel Ware 
China and Glass Ware 


AGE 


Fireplace Equipment 


Oil 


NEW YORK 17, N. ¥Y. 


2 pion se - * cho 


Mops, Brooms and Brushes 


Clocks and Watches 


Kitchen Accessories 


Laundry Equipment 
Pottery Oven Ware 


Lamps, Table, Pin-Up 


Galvanized Ware 


Aluminum Ware 


Kitchen Cutlery 


Enameled Ware 
Tin Ware 


Glass Oven Ware 
Cast lron Ware 
Kitchen Tools 
Carpet Sweepers 


Basket, Hampers 
Table Cutlery 


Copper Ware 
Gift Ware 
Pottery 


Silver Ware 
Mats 
Picnic Supplies 


Linoleum 
Cloth, Shelf and Table 
Venetian Blinds 
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Shouldn't Generalize, 
Alcoa Ad Manager Says 


To the Editor: This is a some- 
what belated reply to a letter 
from F. C. Himmelman, sales pro- 
motion manager of General Mo- 
tors Corporation, Detroit, which 
appeared in the May 19 issue of 
ADVERTISING AGE. 

It is very regrettable that 
traveling on a line other than 
Alcoa Steamship Company, Mr. 
Himmelman had some _ unfortu- 
nate experiences. However, I do 
not think he should be quite so 
quick to generalize. 

I am sure he would be among 
the first to recognize that, for ex- 
ample, all automobiles are not 
alike and some of his competitors 
might have models that are not 
quite as suitable as those of his 


This department is a reader’s forum. Letters are welcome. 


own company. 

Our new ships, the Alcoa Cava- 
lier, Alcoa Clipper, and Alcoa 
Corsair, have all recently been 
put into operation. To date we 
have had very little difficulty with 
seasickness and we have been 
very successful in keeping to our 
schedule, so that passengers taking 
a 17-day cruise or a 24-day cruise 
have been getting back in exactly 
the time specified. Our ships, like 
the one he refers to, are combina- 
tion cargo-passenger ships. How- 
ever, we have so arranged our 
schedules that passengers do not 
suffer delays because of any dif- 
ficulty in loading or unloading a 
ship at a given port. We do our 
best to make our passengers com- 
fortable, both on ship and on 
shore. We would certainly not 


wish to niake any claim to per- 


fection but the great majority of 
our passengers seem to think we 
have provided them with a very 
comfortable and pleasant form of 
travel. 

EpMuUND P. ROBERTS, 
Advertising & Publicity Man- 
ager, Alcoa Steamship Com- 
pany, Inc., New York. 

+, = F 


Shaw Compensation Plan 
Successful for Timely 

To the Editor: This is with re- 
spect to the story in the May 26 
issue, Page 54, entitled Agency 
Men Offer Own Views In Profit 
Picture. Richard Shaw details a 
plan for agency compensation 
under which the agency would re- 
ceive a base fee covering costs of 
service and profit, plus a bonus 
based on sales index of the prod- 


THE FAMED 
“MUNY” OPERA 


10,000 spectators nightly for twelve weeks 


—866,963 a summer! .. 


colorful dances and brilliant scenery...The 


spell of music under the summer stars as 


exciting after twenty-three 


first night... 


. Famous singers, 


Possible only in a GREAT city! 


Be ae 


years as on a 


IMPORTANT 
IN ST. LOUIS 


half million people . . 


ra bet Se os 
Mitten Le wr tiling 2 
ee 1 her leo 


THE ST.LOUIS 
STAR-TIMES 


Over 175,000 reader families daily—equal 


to a market of substantially more than a 


. over four-fifths of 


them profitably concentrated in the easily 
reached, responsive St. Louis ABC Retail 


Trading Zone. 


. 
FOR A COMPLETE SELLING JOB 
IN BIG ST. LOUIS YOU NEED 


THE ST. LOUIS STAR-TIMES 


Represented nationally by the Geo. A. McDevitt Co. 


uct advertised. 

Your readers may be interested 
to know that we have, at this 
agency, exactly that plan in op- 
eration with one of our clients. 

The plan was suggested origi- 
nally by the client himself. First, 
because he frankly needed a great 
deal of agency service. Second, 
because he wanted to give the 
agency an incentive for providing 
all the service he needed and 
third, because his needs were 
largely sales promotional and only 
a small part of his budget went to 
commissionable advertising. 

We are now in our second year 
of operation under this plan and 
have found that it works out 
beautifully. In fact, we are so im- 
pressed by the smoothness of op- 
eration and fairness of compensa- 
tion under this system, that we 
intend to solicit business on this 
basis in the near future. 

Hupert K. Smowon, 

Timely Associates, New York. 

’ Ff F 


Wants ‘Salesense’ Book 
To the Editor: Here’s hoping 

AA will print “Salesense In Ad- 

vertising” in booklet form. 
Surely the following articles by 


Mr. Woolf will be as fine and in- 
| formative as No. 1. 
GEORGE C. TAYLOR, 
Assistant to the Advertising 
Manager, North Shore Gas 
Company, Waukegan, II. 
[Editor’s Note: Mr. Woolf’s new 


‘series will appear once each 
month hereafter in ADVERTISING 
| AcE. It’s too early yet to think of 


| booklet form.] 
vows 


‘That Dangerous ‘First’ 


To the Editor: Beware of the 
word “first.” All honor to Dr. 
Walter Dill Scott, but he didn’t 
exactly write “the first book on 
advertising ever published,’ as 
stated in your issue of June 23. 
I think his first book on the sub- 
ject came out in 1903. In my 
library of advertisiana I have Wm. 
Smith’s ‘“Advertise—How, When, 
Where?”, published in 1863, six 
years before Dr. Scott was born; 
also Henry Sampson’s “History of 
Advertising,” published in 1874, 
when the good doctor was only 
five. 

Maybe some of your readers 
will pop up with still earlier treat- 
ises on the advertising art; if so, 
more power to them. I think I’m 
author of the first “Story of Ad- 
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vertising” in chart form (Chicago, 
1944), but maybe some one beat 
me to that. And so I say once 
more, beware of “first.” 
ALEXANDER MCQUEEN, 
Human interest research for 
advertisers, Chicago. 
[Editor’s Note: AA, too, has the 
Sampson book in its library; 
blushes were never like these.] 


Old Man Makeup 
Catches It Again 


To the Editor: In line with 
your occasional reprinting of a 
makeup man’s. unintentional 


BABY AFTER TAKING §|;,. 
OVERDOSE OF LAXATIVE forn 


SAN FRANCISCO, June 9..<up) | 75‘ 

coroner's office ordered an 

autopsy today in the case of a|———— 
2-year-old boy who died four hours 

after being treated at Mission SIX. 
Emergency Hospital for swallow- 

rdose Jaxative | FIND Cuns 
ing a ove: ofa ti for. 


= A 
normal for infi “i Ley ing 
a half-square. gn 9 an Geen Greed oly Ds 
Mrs, Cope rushed the baby to! i KLORONOL (caution, use 
the hospital yesterday morning. | ¢irected) sold with money-back guaran 
pas gh eed hours he was released aaa os 
ttendants told his mother , All Drege (Jebbers to 
—Ma 
that t they had washed his stomach | semiar Cor ate » Sy Ay 5 i on 


Is your laxative a 
punishment or pleasure? 


Many doctors use Ex-Lax in 
ing a powerful, bad-tasting their practice. 
laxative. But why penich your- Try Ex-Lax yourself! As a 
self wi rily? use only 
Taking a weap oy a geo Stillonly 10¢. Seonmany sien 254. 
wi 


ant experience 
When Nature “forgets”... 


HERe’s no law against tak- 


Ex-Lax! It gives you a Fo 
thorough cleaning out. Yet its 

action is easy and gentle! Femember EX-LAX 
Ex-Lax is biologically tested 
ve action. 


Ex-Lax tastes good, too, 
You'll love its delicious choco- 
late flavor! 

For over 40 years Ex-Lax has 
been a family ag in mil- 
lions of homes. Today, it is 
America’s most widely used lax- 
ative. Over 40 million bozes 
sold last yearl 


foibles, here is one for your con- 
sideration, from today’s Los An- 
geles Daily News. 
Pau. A. STEMBER, 
Sales Manager, Hoffmeister 
Cabinet Corporation, Los An- 
geles, Cal. 


vv¥$eéesesyV 
‘Corner’ Takes a Bow 
To the Editor: Please convey 
my thanks to the writers of your 
“Creative Man’s Corner” for their 
excellent analysis of the Insti- 
tute’s ‘Price of Success” adver- 
tisement. 
Harry D. KLIneE, 
Alexander Hamilton Institute, 
New York. 


Bismarck Has a Club 
for Early Arrivals 


To the Editor: In a _ recent 
issue the Ad-libber commented 


on the lack of early morning fa- 


DEALER HELPS 


WOOD + METAL: GLASS - MIRROR + WIRE* PLASTIC 
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cilities for hotel guests with con- 
firmed reservations who can’t ac- 
tually get into their rooms until 
late in the day. 

When rooms are sold out 100% 
nightly and a man is entitled to 
keep his room until 3 p.m., few 
check out early. I doubt that any 
hotel confirms his reservation 
with a promise of the beginning 
hour of the day. 

As for use of banquet rooms for 
washing up, our friend probably 
does not know that most of the 
banquet rooms are used for con- 
ferences and conventions with 
meetings starting at 8:30 and 9 
a.m. The others that may not be 
used until noon for luncheon must 
be set up by labor that comes in 
about 8:30 and 9 a.m., or may 
have been set up the night before 
after an early-departing evening 
session. Finally, most banquet 
rooms do not have bathrooms in- 
cluded. There are usually public 
washrooms on the same _ floor 
somewhere which anyone may 
use, if he wanis to wash up and 
shave in a puoiic washroom. 

And, lasuy, the Bismarck has a 
club with an attendant to keep up 
supplies for this express purpose 
on its fourth floor. Male guests 


Largest” it was good enough for 
“Amsterdam’s Largest.” 

I have always admired the 
cheese we used to get from Hol- 
land. Perhaps at the present rate 
of exchange, one piece of copy 
could be worth one Edam. What 
do you think? 

Sam Matcotm Levy, 


President, Associated Adver- 
‘tising Agency, Inc., Cincin- 
nati. 

vvy 


Penn Mutual's Story 


Told in New ‘Panorama’ 


| To the Editor: We’d like to call 
‘your attention to the enclosed 
_book, “Panorama of a Century,” 
| which we think is worth a second 
{look for possible comment in your 
columns. It’s a history of The 
Penn Mutual Life Insurance Com- 
pany of Philadelphia and possibly 
indicative of a trend in this kind 
of publication. 

When we were commissioned 
by The Penn Mutual to do this 
job in connection with their hun- 
dredth anniversary celebration, 


we decided to tackle it on the 
rather unique basis that the dry 
records of a great insurance or- 
ganization could be translated in- 
to an account as readable as fic- 
tion with no sacrifice of accuracy. 
We interviewed a number of 
fiction writers and secured the 
services of Dunlea Hurley whose 
stories have appeared in Collier’s, 
American Magazine, Liberty and 
others. He was turned loose in 
the company’s archives, given the 
assistance of a research staff and 
wrote what he found, as he saw 
it, without company supervision. 
“Panorama of a Century” tells 
the story of The Penn Mutual 
against a_ kaleidoscopic back- 
ground of the country from 1847 
to the present. It gives fresh sig- 
nificance to life insurance in its 
relationship to the human, read- 
able fads and foibles, laughter and 
tears of the century, as well as to 
the better known social and eco- 
nomic implications. To recreate 
the feeling of various periods 
through which the story moves, a 
good deal of unusual study was 


undertaken. For instance, to aid 
in accurately characterizing the 
company’s founder, specimens of 
his handwriting were submitted 
anonymously for analysis by apti- 
tude testing laboratories and the 
results were dovetailed with 
known data to humanize the 
gentleman. 

The book’s illustrations include 
some rare prints, many hitherto 
unpublished, and in several in- 


stances regarded by collectors as | 
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discoveries. In collecting them, 
hundreds of sources were con- 
sulted, including ancient almanacs 
and song sheets of the middle 19th 
Century. 

The book is being distributed 
free of charge by The Penn Mu- 
tual. Copies are available at this 
office as long as they last. 

Ebwarp S. Twarpy, 

Director, Public Relations, 

Geare - Marston, Inc., Phila- 

delphia. 


STANDARD 


STUDIOS '"* 
CHICAGO y/ 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 


111 E. DELAWARE ST. 
Phone WHltehall 5355 


who register and are unassigned | 


and who have not taken care of | 
the shaving problem on the train | 
can go to this club where there. 
are several washbowls and one) 
tub and shower combination. | 
Naturally, not more than a half. 
dozen or so men can be sent there | 
at a time and occasionally some | 
regular guest who has come in) 
without reservation and is stuck 
late at night is put in this club on | 
a portable bed with the under-| 
standing he will get out at 8 a.m. 
Once he gets in, though, some one 
usually has to get him up when | 
the club is needed. 
PHYLLIS L. ROYCE, 
Sales Manager, Bismarck 
Hotel, Chicago. 
+. Vo | 

Pays Copy a Compliment | 

To the Editor: Could not this | 
advertisement which appeared in 
Dun’s Review, April, 1947, be the | 
start of an “international inci- | 
dent?” You will notice from the | 
attached proof, which is one of our 
series of advertisements which we 
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FAMOUS FOR FRIENDLINESS 
* You guessed it! “CL” means— 


“Cincinnati's Largest’ 
Randal! Dovis, Genero! Manager 


OTEL 
VICTORIA 


AMSTERDAM (HOLLAND) 
FAMOUS FOR FRIENDLINESS 
You guessed it! "AL" means— 
‘‘Amsterdam’s Largest’’ 


RESTAURANT OF NATIONAL DISTINCTION 
AMERICAN BAR 


planned, produced and placed for 


our client, Hotel Gibson, in a) 
number of hotel publications dur- | 


ing 1946, that the Hotel Vietoria 
not only copied our slogans “Fa- 


mous for Friendliness” and “Cin- | 


cinnati’s Largest” but evidently 
used the same art work. 


Perhaps the management of! 


Hotel Victoria recognized good 
American advertising when they 
saw it and reasoned that if it was 
good enough for “Cincinnati’s 


OU’LL cause a greater stir on the Fourth 
bet one five-inch salute than with a string 
of sputtering baby crackers. And it’s the same 
if you want to celebrate a real gain in home 
product sales. You'll concentrate your adver- 
tising on the one big buyer of household goods 
—the homemaker—and forget the young-and- 
hopefuls or the settled-down-for-life. 

That’s what more and more manufacturers 
are doing today. They're aiming their message 
at their best prospects—and nobody else 
through the pages of The American Home 
Magazine. For homemaking is the daily busi- 
ness of the 2,500,000-plus readers of American 
Home. Each is the buying head of a busy, 
growing home. And every year, these families 


, 
purchase cereal and steak, soup, canned goods 


and pie mix for 3 billion home-cooked meals. 
What’s more. American Home readers are 


mare Thane 


FOR 2,500,000 HOMEMAKERS... 


there's no magic in mere numbers 


home owners, mostly. In season and out, they 
buy furniture and furnishings for two million 
owner-occupied homes. And right now a great 
many of them are planning new homes or re- 


modeling old ones 


shopping the pages of 


American Home for linoleum and insulation, 
paint, kitchen equipment and bath fixtures. 
To these enthusiastic, purse-ample home- 
makers, American Home is more than just a 
magazine. It’s a practical handbook—a con- 
stant guide to new home-making ideas and 
suggestions. For these folks read it not to relax 
but to act—to make their own home life more 
enjoyable, comfortable, exciting. Small wonder 
advertisers find American Home such a con- 
genial (and profitable) place to tell their story. 
If you haven’t yet sampled the reader magic 
American Home offers, is there any better 


‘time to do it than now? 


AMERICAN 
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PITTSBURGH AWD NEW YORK 


Detroit Adcraft Elects 


Charles Barr Field, Detroit 
manager of Curtis Publishing 
Company, has been elected presi- 
dent of the Adcraft Club of De- 
troit. Other officers elected are: 
Henry G. Little, executive vice- 
president of Campbell-Ewald 
Company, first vice-president; 
Fred L. Black, director of public 
relations of Nash-Kelvinator Cor- 
poration, second vice-president; 
Robert A. McInnis, production 
manager of Maxon, Inc., secretary, 
and C. Leroy Austin, director of 
finance of Ernst Kern Company, 
treasurer. 


Plugs Model Airplanes 


Strombeck - Becker Mfg. Com- 
pany, Moline, Ill., and American 
Airlines, New York, have joined 
forces to produce a series of solid 
model assembly kits reproducing 
American Airlines Flagships. In 
promoting the new kits, American 
is having its sales representatives 
introduce the kits to store man- 
agers, youth groups, churches, 
etc.; is supplying four-color litho- 
graphed blow-ups to dealers, and 
mats to local newspapers. Con- 


athe exes ek aca t ae te 


tests are being employed, with 
winning models to be displayed in 
the company’s ticket offices and 
in local department stores. 


Outlines Ad Plans 


Superior Coach Corporation, 
Lima, O., will increase the num- 
ber of publications on its sched- 
ule, using three and four colors, 
and will increase its direct mail 
advertising for 1947-48. Tentative 
plans for distributors call for the 
use of local newspapers and radio, 
supported by trade publication 
advertising. Howard Swink Ad- 
vertising Agency, Marion, O., is 
the agency. 


Milwaukee Admen Elect 


The Milwaukee Advertising 
Club has elected Frederic Schnel- 
ler, vice-president of Cramer- 
Krasselt Company, president. 
Other officers elected are: An- 
drew Hertel, promotion manager 
of the Milwaukee Sentinel, vice- 
president; Robert Froelich, presi- 
dent of the Northwestern Printing 
Company, treasurer, and Robert 
Heinz, advertising manager of the 
Boston Store, secretary. 


OSPR 


a & Batting Average.... 579 


In urban Oklahoma, (embracing ALL cities of 2,500 
' or greater population) the ratio of paid circulation of 


' the Sunday Oklahoman to occupied dwelling units is 


57.9%. No other newspaper in the entire Southwest 
offers advertisers anything like the more than 200,000 
coverage afforded by this favorite of all Southwestern 


__ newspapers. No other newspaper does a seHing job so 
quickly and so completely. 


ns 


LATIMER 19 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Py 


THE ORLAHOMA PUBLISHING COMPANY: 


wiz, 


DENVER AND WEEE, 


THE FARMER-STOCKMAN—WKY, 


OKLAHOMA CITY—KVOR, 


Base Map Copyright 
by Rand MeNally & Co, 


COLORADO SPRINGS 


PEORIA AFFILIATED [6 MANAGEMENT 


Celebrating its centennial, the State University of Iowa picked 
100 alumni who have “enriched the human resources of the nation 
and krought honor upon the university.” The list of achievement 
certificate winners includes Carl Byoir, head of the New York 
public relations firm; Conger Reynolds, dir. of public relations of 
Standard Oil Company (Indiana); George Gallup, the surveyor; 
Beatrice and Bruce Gould, editors of Ladies’ Home Journal; Lewis 
Brown, Johns-Manville president; W. Earl Hall, managing ed., 
Globe-Gazette, Mason City, Ia.; Harvey Ingham, editor emeritus, 
Des Moines Register and Tribune, and Daniel Starch, well known 
tester of advertising’s effectiveness. . . 

Bud Jackson, promotion chief and outdoor ed. of KVOO, Tulsa, 
made the feature address at the annual state convention of the 
South Dakota Izaak 
Walton League divi- 
sion in Pierre June 
28-29. He’s nat’l v.p. 
of the league and 
exec. dir. for Okla- 
homa. .. L. T. Mer- 
win, pres. of North- 
western Electric Co., 
Portland, Ore., re- 
ceived a leather- 
bound photographic 
record of his 35 years 
with the company, a 
pair of pipes and a 
lighter at a testimonal 
dinner. The book, 
produced by McCann- 
Erickson, the com- 
pany’s agency, in- 
cluded actual photos 
of the banquet itself, 
taken at the start and 
rushed through by 
photographers. . . 

Publicity chairman 
of the 48 Community 
Chest campaign in 
Fort Worth is William 
C. Meyer, ad manager 
of the, W. C. Stripling 
Co. store. . . Helene 
Wilke, woman’s ed. of the American, Austin, Tex., has been awarded 
the Neiman-Marcus $850 scholarship at the Tobe-Coburn School 
for Fashion Careers in New York. . . 

H. O. Henricksen, account exec. and service dir. of the Purse 
Company, Chattanooga, is taking a refresher course at the Harvard 
University business school. .. A new trustee of Brown University 
is George T. Metcalf, head of the George T. Meicalf Co., Provi- 
dence agency... 

Arthur R. Mogge, well-known Chicago agency head, has been 
elected president of the alumni association of Indiana University. 
. . Publicist turned columnist is Franklin P. Jones, who is writing 
the new Saturday Evening Post feature, “Put It This Way.” He’s 
publicity director of Gray & Rogers, Philadelphia... 

Richard L. Lemon, art dir. of Beaumont & Hohman’s San Fran- 
cisco office, will direct a new course called Advertising Layout 
and Visualization for the fall semester at the Golden Gate College 
school of advertising. . . A gold wrist watch, appropriately en- 
graved, was presented by Harry Burke, gen’l mgr. of KFAB, 
Omaha, to Bill Macdonald, the station’s farm service director, in 
appreciation of his 21 years in radio and his work in the farm 
service field. . . 


CONTENDER — Stanley Patno, vice-president of 
Fuller & Smith & Ross, undergoes the cream-pie 
treatment at the annual candidate's day of the 
‘Cleveland Advertising Club. He was one of 10 
candidates who had their best and worst points 
‘Jdiscussed by their campaign managers prior to 
the June 25 election. The pie wielder here is 
William W. Holman, Cleveland manager of Life. 


START THE SEASON—The Decoration Day weekend opened the fishing season 
at Little St. Germain Lake near Eagle River for F. F. Gregory (getting into 
the boat), director of public relations, A. O. Smith Corp.;; Dave Malec, 
account executive, and M. R. (Tony) Crossman, vice-president of Cramer- 
Krasselt Co., Milwaukee. No fish, but a lot of fun, they report. 


W. B. McGill, ad and sales promotion mgr. for Westinghouse Radio 
Stations, is vacationing in Atlantic City; meanwhile, WRS indus- 
trial relations mgr., L. R. Rawlins, is back at his desk after a two- 
week holiday in Louisville, Ky., and Columbus, O. .. Dr. Donald B. 
Tower, son of Walter S. Tower, pres. of the American Iron & Steel 
Institute, and Arline Croft of Chester, Nova Scotia, will be married 
at Chester in August... 

Lewis R. Brown has retired as transformer sales dept. head at 
the Pittsfield, Mass., works of General Electric, after 44 years’ 
service. .. And Frederick W. Fisher has retired as director of pub- 
lic relations of the Rochester Gas & Electric Corp., closing up 37 
years’ continuous service... 
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Product-Type Ads 
Outpull ‘Messages,’ 
Relief Group Finds 


NEw York—In the wake of 
modern war, the civilian popula- 
tion is left starving and homeless; 
to aid them, relief organizations 
pull every stop on the promotion 
Last week one _ group, 
Greek War Relief Association, re- 
ported something of what hap- 
pened during its campaign, par- 
ticularly regarding the use of its 
advertising. 

What the relief group learned 
was: (1) specific appeals are bet- 
ter. than. general requests; (2) 
that some newspapers are far 
better than others for a group 
raising funds. 

The GWRA wanted $12,000,000, 
and actually raised $7,000,000 in 
a year when many a relief drive 
admittedly could not reach_ its 
goal. Its promotion allocation was 
$47,000, of which only $15,000 was 
slated for paid space. 

The first ad scheduled by the 
relief group was contributed by 
George Skouras, New York thea- 
ter chain owner, and consisted of 
a full-page appeal with photo- 
graphs of Churchill, Hoover, 
President Truman, the late Presi- 
dent Roosevelt and former Secre- 
tary of State Byrnes, with the 
tributes each had paid to the 
Greek people. 


Institutional Ad Flopped 


Joseph Stahl, pubiic relations 
director for the association, says: 
“Based on return, it does not pay 
to run _ institutional messages.” 
The copy pulled $5,250 in contri- 
butions, less than the cost of its 
insertion in seven New York 
dailies. 

The Times (which Mr. Stahl 
says flatly “is the proper medium 
for a relief ad”) led with 76% 
of the total contributions in dol- 
lars, 67% in numbers; the Sun had 
the highest average of contribu- 
tions, $12. 

By contrast, the GWRA had 
run advertisements of specific 
appeal. The week before Christ- 
mas, the group ran a 1,500-line ad 
in the Times and Herald Tribune, 
headed ‘Will you save her life for 
Christmas? It’s priced at only 
$12.75.” This advertisement 
pulled $38,210.95, and 2,642 iden- 
tifiable contributions. The two 
newspapers ran almost even, the 
Times leading 1,427 to the Herald 
Tribune’s 1,215. According to Mr. 
Stahl’s computations, these adver- 
tisements returned $1,000. for each 
dollar spent. 

On Valentine’s Day, the group 
took similar advertisements in the 
same two newspapers, headed 
“Her Heart May Stop Tomor- 
row!,” and pulled in $18,207 and 
1,622 contributions, with the 
Times drawing 901. 

Another advertisement, in late 
March, featured Governor Dew- 
ey’s proclamation of Greek War 
Relief Day on March 25, and 
pulled $22,000 in contributions. 
Here the GWRA used photographs 
to support specific points: $12.75 
buys 35 lbs. of food, $6.60 sup- 
ports an orphan for a month, $25 
provides a child’s school lunches 
for a year. 

No agency was used by the 
group; Mr. Stahl wrote the copy, 
collaborating with George Grella, 
head of the Herald Tribune’s art 
department. 


Wilson Appoints Two 


Karl Butler and Walter E. 
Schwartz, with Wilson & Co., Chi- 
cago, for the past 10 years, have 
been appointed western and east- 
ern sales managers, respectively, 
of the Ideal dog food division, 


K&E Appoints Gorman 


Walter Gorman has been named 
to fill the newly established posi- 
tion of director of production of 
the radio department of Kenyon 
& Eckhardt, New York. All radio 
and television production and 
personnel will be under his super- 
vision. Before his appointment 
Mr. Gorman was producer-direc- 
tor of the “Hollywood Story” 
series heard over ABC for the 
Kellogg Company. 


Moves Photo Division 


The Photo-Mechanical division 
of American Type Founders, Inc., 
has moved all of its manufactur- 
ing operations and its offices from 
Chi¢ago to ATF’s main plant in 
Elizabeth, N. J. 


Durallium Names Toral 


C. Toral, formerly with Gillette 
Publishing Comparry; Chicago, as 
editor of Caminos Y Calles, has 
been named export manager of 


Durallium Products Corporation, 
Chicago. 


Drops Publication 

Lebhar-Friedman Publications, 
New York, has discontinued pub- 
lication of Public Works News, 
effective with the June 5 issue. 
The bi-monthly business paper 
was launched about a year ago. 
It was the publishing firm’s first 
industrial venture. L-H concen- 
trates in the merchandising field 
with seven issues of Chain Store 
Age. 


Ad Bureau Names Purdy 


Charles McMorris Purdy has 
joined the Bureau of Advertising, 
American Newspaper Publishers 
Association, as assistant director 
of promotion. Mr. Purdy was 
formerly radio director and copy 
executive at Ferry-Hanly Com- 
pany, copy executive at Tracy- 


Locke-Dawson, and account ex- 
ecutive at Caples Company. 


Launches Tourist Drive 


The Asheville, N. C., Chamber 
of Commerce has launched a 
campaign in 15 newspapers to 
promote the attractions of Ashe- 
ville and western North Caro- 
lina. Plans are in the making for 
the use of magazines and outdoor 
posters. 
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Whodunit? 


REINHARDT 


A woman entered a grocery store and bought a can of soup. Did a woman select 
that brand of soup? 


A man went into an automobile dealer’s and bought a four-door sedan. Did 


a man select that make of car? 


No. And no. 


You see, the woman’s husband suggested that she buy the soup. And the 
woman’s twelve-year-old son said, “Me, too.” (% male and % female picked out 


that can of soup.) 


And the man’s wife helped him decide to buy the sedan—abetted by her 


sixteen-year-old daughter. (% female and ’ male selected that particular sedan.) 


Customers for most products are of two sexes. most ages, all occupations 
and, in the main, live in small groups known as families. One member of the 
group may buy a certain product. But the other members have a lot to do with 
the selection. 


Which brings us to The Saturday Evening Post, a highly regarded member 
of the family. Its advertising pages are seen, read and believed by dad, mother, 
son, and daughter. 


The Post family is a pretty powerful group. They are the leaders in every 
community. They depend on the Post as their buying guide. That explains why 
the leading names (from soups to sedans) are those that have been advertised 


consistently in The Saturday Evening Post. 


People like to read ads in the Post— 


far more than in any other magazine 
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MEMENTO—Gaston W. Grignon (left), general manager of Station WISN, 
Milwaukee, preparing to sign the memory book, is offered the wherewithall 
by Woods Dreyfus (center), WISN program director, and H. Ellis Saxton, 
promotion director. The occasion was the celebration of the station's 25th 
anniversary in the Brown Bottle room of the Schlitz brewery. 
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IT'S A SWIMSATION — Lee Knitwear Corp., New York, uses the slogan, "A 

Lee creation creates a swimsation,’ apparently justified by this Walter Thornton 

model's handling of the situation. Hicks Advertising Agency, New York, handles 
the Lee account. 


NEW PREXY—Secretary of Commerce 
W. Averell Harriman, featured speaker 
. the Advertising Association of the 
est meeting in 

hands with Rexssell Eg hig ree HOST AT BARBECUE—Margaret Cobb Ailshie, president and publisher of the 
vertising manager and new president Idaho Statesman, Boise (second from left), not only was host at a gala bar- 
of the AAW, while Don Belding, of becue at the Advertising Association of the West convention in Sun Valley, 
Foote, Cone & Belding, Los Angeles but also provided a daily wraparound of convention stories and pictures via 
a former AAW president, looks om, copies of the Statesman which were flown in each day. 


STARS TESTIFY—F. & N. Schaefer Brewing Co.'s midsummer window display 
series, featuring celebrities of the movies, radio and sports, opens with this, 
in which Carole Landis is the one who says, "Finest beer | ever tasted." 


SPOKANE OUT IN FORCE—Vernon Churchill, Portland Journal, retiring president of Advertising Association of the West, 
and W. Averell Harriman, Secretary of Commerce and featured speaker, are surrounded by Spokane delegates in this pic- 
ture taken at Sun Valley, Ida. Left to right: Wm. F. Peters, president, Spokane club; Mr. Churchill; Mr. Harriman; Al J. 
Sartori, Spokane president-elect; Earl Trumble, KGA; Marie Ferrill, executive secretary, Spokane club; and Bob Perone, 
Robert W. Perone & Associates. 


, HOW A MODERN HOTEL OPERATES . 
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ARMSTRONG’S INDUSTRIAL INSULATIONS 
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CUTAWAY VIEW —The building materials division of Armstrong Cork Co., 

Lancaster, Pa., opened a campaign on the importance of industrial insulation 

with this color page in the July 5 issue of The Saturday Evening Post, prepared 

by Armstrong in collaboration with the American Hotel Association. (Story 
on Page 18.) 


MEALS IN THE OPEN—Good food, served mostly out of doors in the pleasant sun of Sun Valley, Ida., featured the eating 
sessions of the Advertising Association of the West, 44th annual conference. The famed three-minute speeches given by 
various club members were featured attractions at each of the three luncheon sessions. 
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Resigns Radio Posts 

Richard E. Goebel has resigned 
as general manager of Station 
KOOL, Phoenix, and _ Station 
KITO, San Bernardino. No suc- 
cessor has yet been named. Sta- 
tion KOOL, a new  5,000-watt 
Mutual-Don Lee outlet, went on 
the air officially June 22. 


Talk about results! 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


‘CARDISPLAY 


CAPDISPLAY CO., 1004 MARQUETTE AVE., MINNEAPOLIS, MINN. 


A steel executive says, “... our entire 


available stock was sold after the first four | 


Bet a ae athe, 


4 rd 
Te tel 


| Lawmakers Still Argue Scope 
of Postal Efficiency Study 
WASHINGTON — The postal effi- 
|ciency study proposed by nine 
‘members of the Senate post office 
and civil service committee last 
week goes far beyond anything 
/ contemplated under the postal in- 
_vestigation authorized by the 
House earlier in June. 


By STANLEY E. COHEN, Washington Editor 


[current business economy, are 
| prepared for the use of the Board 
in its day-to-day operations. In 
| offering them to interested mem- 
‘bers of the public, the Board col- 
lects a fee of $9 a year to cover 
| publishing costs. 

| * * * 

| Chain stores are once more in- 
creasing their share of total retail 


In urging an exhaustive rate business, after losing ground dur- 


printings of this advertisement... the 
results far exceeded our expectations.” 


and efficiency study, Sen. Ray-  g the war, Commerce Depart- 
mond Baldwin and his colleagues | ™ent finds. An article in the June 
propose to spend $150,000, much | “Survey of Current Business” re- 
of it for engineers and accountants Ports that chains did 22% of re- 


An oil equipment executive says, “...my 
current stock has been sold out. Inquiries 
have been received from all over 

the Central West, West and Southwest 
sections of the United States.” 


cd 
Se 


A chamber of commerce 
president says, ‘We are very much 
pleased... we can say that the 
Chicago Journal of Commerce 

is read by responsible executives 
who make decisions.” 


In the preference of key management men for the complete business 
news coverage of the Chicago Journal of Commerce, you'll find 
attentive reception for your advertising message during the 
decision-making hours of the business day— at such 
moderate rates as $2,352 for 12 big 8 x 10 ads. 


The source of daily business news 
in the nation’s greatest industrial area. 


More Advertisers 


Use More Space 


who can measure the expertness | tail business during the first quar- 
of departmental management. i of 1947, compared with 21% 


| On the other hand, the House|#” 1945. 


Before their wartime 


‘committee asked only $25,000. S!ump set in, in mid-1942, chains 


While it has yet to organize, Rep. 
Edward Rees, the House postal 
committee chairman, indicated 
|that it expects to hold hearings 
‘on the efficiency of the 200 plus 
post offices employing the vast 
majority of the Post Office staff. 

The Baldwin proposal is modeled 
after the advice of the National 
Publishers Association, which 
went to the expense of supplying 
its own engineers and accountants 
to provide the postal committees 
with an idea of potential savings 
that might reduce or eliminate the 
vast departmental deficit. 
Whether there are to be two 
investigations, or whether’ the 
House will accept the Baldwin 
plan, remains to be seen. 

7 * Bo 

The tax spotlight will shift July 
21 to co-ops and other “non- 
profit” organizations enjoying tax 
exemption privileges. Before that 
week is out, the House ways and 
means committee hopes to find a 
way. of revising revenue laws so 
that co-ops, labor unions, scien- 
tific organizations, foundations 
and other “non-profit groups” pay 
regular income taxes on their 
profits from publications, real 
estate and other ordinary business 


operations. 
* Eo % 


Federal Reserve Board Chair- 
man Marriner Eccles is finding it 
impossible to convince Congress 
that consumer credit controls 
should be continued until there 
are more definite signs that de- 
flation is setting in. Unless the 
House banking and currency com- 
mittee unexpectedly reverses itself, 
consumer credit regulations will 
die this summer. Federal Reserve 
economists feel consumer credit 
tempts business to sell at high 
prices and easy terms, rather than 
lower prices to attract cash cus- 
tomers. 

ok * * 

The Distilled Spirits Institute 
offered figures last week which in- 
dicate that old “high cost of 
living” is doing distillers more 
harm than the organized prohi- 
bitionists. 


was off 30% during the first four 
months of this year, compared 
with the same four months a 
year ago; April was off nearly 
40%. DSI freely confessed the 


Consumption of dis-| 
tilled spirits in the United States | 


were doing 25% of retail business, 
the article said. In the grocery 
field, where chains are particularly 
strong, chains have bounded back 
to 38% from 30% in 1945. In mid- 
1942 they enjoyed 40% of retail 
grocery sales. 
co % bo 

According to the best govern- 
ment estimates, the new Census 
of Manufactures which will be 
taken next year may cover 300,000 
establishments. The previous one, 
in 1939, turned up only 180,000. 
The Census of Business, if taken, 
would cover an estimated 3,000,- 
000 establishments and require 
8,000 personnel. The Transporta- 
tion Census would cover approxi- 
mately 230,000 highway transpor- 
tation enterprises. Census Bureau 
is none too happy about the $4,- 
000,000 limit on the Census of 
Manufactures, but it is confident 
that the 1948 census will be a lot 
better than any of the previous 


ones. 
* * 


The Joint Economic Committee, 
which has been criticized for fail- 
ing to provide Congress with a 
forecast about the economic fu- 
ture, has moved slowly this ses- 
sion in an effort to work out a 
routine for itself. Created under 
the “Employment Act of 1946,” 
the committee has 8 Republicans 
and 6 Democrats—and no tradi- 
tion. In sending out questionnaires 
and inviting labor and business to 
come and tell their hopes and 
fears about the future, committee 
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members feel they are engaged in 
an educational job. As one mem- 
ber put it, “Our job is not to find 
out what people want, so much 
as to find out what they ought to 
want. It’s a tough assignment, 
and it will be a while before we 
will know how to carry it out.” 


Quick-Way to Kimball 

Abbott Kimball Company, Los 
Angeles, has been named to 
handle the advertising and mer- 
chandising of Quick-Way House- 
hold Products, Los Angeles, maker 
of Quick-Way wall cleaner, which 
has been sold house-to-house for 
the past nine years. Point-of-sale, 
contest, newspaper, magazine and 
radio advertising is planned. 
Quick-Way has inaugurated a new 
distribution policy whereby the 
product will be distributed 
through grocery and hardware 
outlets. 


Irving to Gray & Rogers 
James Irving Jr., formerly with 
E. I. Du Pont de Nemours & Co., 
has joined the contact department 
of Gray & Rogers, Philadelphia. 


RETAIL SALES UP 
1% TIMES NATIONAL 
AVERAGE! 


Attention! Mr. Advertiser—Mr. 
Space Buyer: Here are compell- 
ing facts which you should 
consider when selecting your 
newspaper media in the South’s 
Number 1 State. 


@ Retail Sales are up 172% over 
1940 in our trading area. 


@ Retail Sales are up 141% over 
1940 in Forsyth County. 


@ Retail Sales are up 142% over 
1940 in Winston-Salem; — Al- 
most $80,000,000 in 1946! 


U. S. average gain in Retail Sales 
over 1940 was only 128%, 

All this adds up to one vital con- 
clusion. 

Winston-Salem is a “must”? market 


for advertisers with something to 
sell in North Carolina! 


J OURNAL and SENTINEL 
Winston-Salem, North Carolina 


National Representative: 
KELLY-SMITH COMPANY 


Circulation of the Sunday Journal 
and Sentinel now exceeds 50,000! 


drop is due to consumer resistance 


4 


reonrnartad a 


es ct ry 


to prices which have not been. 
substantially reduced since the | 
war “because of increased produc- | 
tion costs, and the continuance of | 
the emergency federal excise tax | 
of $3 per gallon.” 


‘ neg ; = | 
than in Any Other oes 
Federal Reserve Board is now 
offering a monthly publicatior 
containing more than 80 pages o’ 
charts on bank credit, money rate 
and business. The charts, cover- 
ing consumer credit, employment 
industrial production, prices 
orders and other aspects of the 


Our service on the telephones 


Will spare you many waits and groans. 


~ 


Sportsman's Magazine 
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Machine-Made 
Filleted Fish 
Invades Market 


Atlantic Coast 
Fisheries Perfects 


New Frozen Food Item 


Boston—After nine years’ re- 
search and near failure of the 
whole costly project, Atlantic 
Coast Fisheries Company has in- 
troduced frozen filleted fish—pro- 
duced in a perfect rectangular 
block, moisture free and odorless, 
and readily sliced like a package 
of ice cream—and is marketing it 
through frozen food outlets. 

The company believes the new 
product may eventually revolu- 
tionize the nation’s fish eating 
habits. Officials, however, aren’t 


RAND BUILDING, BUFFALO 3, N. Y. 


National Representatives, Free & Peters, Inc. 


JIFFY FISH DINNERS—The new one-pound package of frozen fish fillet pro- 

duced by Atlantic Coast Fisheries Co., Boston, can be sliced like a brick of ice 

cream into any size portions. It's odorless and drip-free, protected in a lam- 
inated foil cover. 


disclosing any actual figures now 
on production or present sales. 
The product must be delivered to 
retail outlets in refrigerator 
trucks, and distribution is limited 
to stores with frozen food facili- 
ties. 

The fillets, haddock and cod, are 
wrapped in attractive aluminum 
foil—red, white, blue and silver— 
which protects them from damp- 
ness and helps preserve them. The 
product, says Atlantic Coast Fish- 
eries, will keep for a year. 


Ready for Cooking 


The machine-made fillet is 
three-quarters of an inch thick, 
eight inches long and four inches 
wide. It can be cut into any size 
portions and placed in an oven 
or on ai skillet for immediate 
cooking. The portions retain their 
shape even after cooking. A one- 
pound package makes two large 
or three medium servings. 

Advantages of the product cited 
by Edward H. Cooley, president, 
include: It can go immediately 
into the frying pan, without the 
interim process of defrosting, thus 
retaining all the vitamins, min- 
erals and oils frozen in the fish; 
the package can be cut without 
unwrapping, with the homemaker 
using whatever portion is desired 
and keeping the remainder in the 
refrigerator; and the uniformity 
of size and shape enables any 
seasoning to permeate equally all 
sections of the cooked portions, 
which cook evenly throughout. 

Originally, the fillet was not a 
solid piece of fish. By a secret 
process, adhesion is developed be- 
tween the pieces so that the blocks 
are formed, marking the first time 
in history that this goal has been 
achieved with fish fillets. Hereto- 
fore, frozen fish has been sold in 
pound packages, but it has con- 
sisted of one or more hand-packed 
fillets varied in size, which re- 
quire partial thawing and separa- 
tion before cooking. 


Recipes Are Suggested 


After being formed by the new 
process, the fish fillet is placed in 
a coverless carton or boat of heavy 
waxed cardboard. The packages 
are then packed 10 to a master 
carton for distribution. Suggested 
recipes are printed on each carton. 

Workers at Atlantic Coast Fish- 
eries ate the product for a year 
before it was put before the pub- 
lic. Major step in producing the 
fillets is the new haddock and cod 
filleting machine developed by the 
company and which won for it the 
first Food Industries achievement 
award, presented last month. 

Eventual success of the auto- 
matic filleting project, said the 
McGraw-Hill publication, “has 
meant the turning of what was 
once feared a $1,000,000 loss into 
a multi-million dollar potential 
profit.” William H. Hunt, inventor, 
and his son, Douglas, worked 10 
years on the pioneer model, which 
was sold to Atlantic Coast Fish- 
eries in 1939. Charles M. Savrda, 
chief engineer, is co-inventor and 
designer of the perfected machine. 

The automatic filleter, unlike 
other machine work, actually 


saves material; the recovery of 
edible flesh is from 10 to 18% 
higher than when fillets are cut 
by hand. Machine cut fillets also 
are more attractive in appearance, 
and are produced under conditions 
which facilitate sanitary control. 


Zenith Presents 
Video by Phone 


New YorK—Phone vision is 
here. 

But don’t get excited. It doesn’t 
mean that you can’t go towel clad 
from the bathtub to answer the 
telephone if you wish. 

Phone vision is Zenith Radio 
Corporation’s new method for 
beaming television shows by sepa- 
rating the frequencies and trans- 
mitting some over the phone wire 
and broadcasting the others simul- 
taneously. 

Wire television, as explained by 
E. F. McDonald Jr., president of 
the corporation! in an article in 
the July 12 issue of Collier’s, will 
work like this: 

“The telephone company will 
attach the device that connects 
the television set with your tele- 
phone and permits you to receive 
the key frequency, or ‘unscram- 
bler.’ 


“At regular intervals you will 


receive an announcement of forth- 
coming programs and the charge 
for seeing each. You will select 
the program you wish to see and 
notify the telephone operator, 
who will connect your phone so 
the key frequency can come in 
over the wire.” 

Mass production of this magic 
device, which Zenith expects to 
cost not more than $5, can begin 
within six months. 

Lookers-in who buzz the oper- 
ator to have their set tuned to a 
certain program will pay for that 
service in the same way they pay 
for telephone calls. 


Form Art Service 


Leonard A. Rothgerber Jr., 
fashion consultant for Varsity and 
for retail stores, and coordinator 
for the Men’s Apparel Research 
Guild, *\New York, and George 
Landsman, fashion artist who did 
illustrating for the Hecht Com- 
pany, Washington, for many years, 
have formed the Leonard A. 
Rothgerber Jr., art service at 1 
Madison Ave., New York. The 
company will offer men’s fashion 
art for advertising purposes, will 
feature the continuous work of 
Mr. Landsman, and will offer its 
services exclusively to one store 
in each city. 


Joy Gets New Post 


Leslie Wells Joy has been ap- 
pointed general manager of Sta- 
tion WDAS, Philadelphia. For- 
merly general manager of KYW, 
NBC’s Philadelphia outlet, Mr. 
Joy has been in radio since 1923. 


WILS Increases Power 


WJLS, Columbia station in 
Beckley, W. Va., is operating with 
its increased power of 1,000 watts 
day and 500 watts night. The sta- 
tion formerly was a 250-watter. 


Although Gregorio Sousa Landin works in one of 
Mexico’s most up-to-date factories, his home has no 
gas, no stove, no refrigerator, no bath, no heat. And he 
and his family still cook their tortillas over a charcoal 
hearth . . 


FACTORY’s July feature 
HOW WORKERS LIVE AROUND THE WORLD 


tells the story of this Mexican family, typical of that 
country’s new industrial workers. 


Also on-the-spot interviews in which workers in 
the U. S. and 12 other foreign countries de- 
scribe their daily lives — homes, jobs, cost-of- 
living. 


A new and dramatic proof of the advantages 
of the American system, strikingly presented: 
24 pages, 51 pictures. 


Write for your free copy: quanti- 
ties also available for distribution 


FACTORY 


MANAGEMENT AND MAINTENANCE 


A McGraw-Hill Publication * 330 West 42nd Street, New York 18, N. Y. 
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Mexico Stations Appoint 


Clark-Wandless Company has 
been appointed United States rep- 
resentative of Stations XEQK and 
XETT (short wave), Mexico City. 


15S EAST 441 ST, 
NEW YORK 17, NY, 


Oregon Publishers Elect 


O. G. Crawford, publisher of 
the Heppner Gazette-Times, has 
been elected president of the Ore- 
gon Newspaper Publishers Asso- 
ciation. Others elected are: Frank 
Jenkins, publisher of the Klamath 
Falls Herald and News, vice- 
president, and Robert Pollock, St. 
Helens Sentinel-Mist, treasurer. 


Represents WNAM 


Neenah - Menasha Broadcasting 
Company, Neenah-Menasha, Wis., 
has appointed Wm. G. Rambeau 
auaae” to represent Station 


— 


During the past 10 years, The News-Sentinel has 
more than doubled its lead in circulation over 
Fort Wayne’s morning paper. Now covers 17,050 
more homes than morning paper. 


Delivered to 97.8% of all homes in 
Fort Wayne six evenings,every week. 


. * 
Che News-Sentine 


Dork Wayew 4 Good Evening” Newtpaner 
FORT WAYNE, INDIANA © 


REPRESENTATIVES: ALLEN-KLAPP CO. + NEW YORK—CHICAGO—DETROIT 
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Banks Cautioned 
Against Consumer 
Credit Excesses 


WASHINGTON — Anticipating an 
early end of Federal limits on con- 
sumer credit, the Federal Deposit 
Insurance Corporation is lecturing 
banks against. taking excessive 
risks for home repairs, used cars 
and large appliances. 

The FDIC experts warn bankers 
that .they invite serious losses if 
they succumb to the temptation 
to offer easy terms for instalment 
paper, particularly if they relax 
the “one third down” which be- 
came customary during the war. 

Their advice is based on a feel- 
ing that small down payments on 
high priced items will result in 
numerous defaults once better and 
cheaper merchandise comes into 
the market. 


Briefing Due 


Coming quickly to their point, 
they tell bankers that the banks 
themselves will have to brush up 
on their lessons as they move into 
the postwar lending market. 

During the prosperous war 
years, “it almost took genius to 
lose money,” one FDIC spokes- 
man told the group of industrial 
bankers. 

“Now the banks have to look 
more seriously into the character 
and stability of a borrower, and 
they have to keep their collection 
departments alert for any default 
in his payments.” 

Their warning to the banks is 
not predicated on any. lack of 
faith in consumer credit. On the 
contrary, they see a volume in 
this field two to three times the 
present amount, which is already 
beyond the 1929 peak. 


See Appliances As Risks 


Currently they see radios, re- 
frigerators and other electrical and 
gas appliances as particularly dif- 
ficult risks. With the eventual ap- 
pearance of low-priced economy 
models, without frills and gadgets, 
they fear that bankers may have 
to repossess higher priced lines 
unless sizable down payments 
have previously been required. 

Similarly, FDIC considers siz- 
able down payments for new cars 
essential. “A reduction in the 
down payment reduces the pur- 
chaser’s equity and increases the 
likelihood of defaults,” FDIC says. 

Undue relaxation of credit limits 
on used cars “may temporarily 
sustain prices at unreasonable 
levels,” FDIC says. “As a result, 
when the pressure becomes too 
great, severe losses on repossession 
may result.” 


Caution on Poor Workmanship 


In insuring home repairs, banks 
are advised to inspect the integrity 
of the contractor as well as the 
home owner. 

“The borrowers on all repair and 
modernization loans are home 
owners; that very fact is evidence 
of industry, integrity and stability. 

“However, poor workmanship or 
chicanery on the part of the con- 
tractor may materially impair 
what is normally a very sound 
kind of credit.” 


To Air Title Bout 


Adam Hat Stores, New York, 
will sponsor an exclusive broad- 
cast of the Zale-Graziano middle- 
weight championship battle over 
NBC July 16 at 10 p.m. (EDT). 
Biow Company, New York, is the 
agency. 


Kudner Names Newman 

Paul E. Newman, formerly head 
of his own Los Angeles advertis- 
ing agency, has joined Kudner 
Agency, New York, as a member 
of the creative board. 


Advertising Age, July 7, 1947 


AFTER CLASS GET-TOGETHER — Shown here relaxing after a public relations 

seminar held at Northwestern University recently were (left to right) Phil 

Hanna, Chicago Daily News columnist; Guy Berghoff, director of public rela- 

tions, Pittsburgh Plate Glass Co.; Vern Whaley, picture editor, Chicago Herald- 

American; Stephen Korsen, public relations department, Borden Co., and Donald 
L. Campbell, Donald L. Campbell & Associates. 


Tomlinson Begins 


$100,000 Campaign 


HicH Point, N. C.—Tomlinson 
of High Point has appropriated 
$100,000 for advertising this year 
to introduce American informal 
furniture. The campaign, largest 
in the company’s history, will con- 
centrate in 1947 in class maga- 
zines, and may be expanded next 
year to include the mass publica- 
tions. 

Opening gun in the drive was 
a two-page color spread, showing 
the American informal living 
room, dining room and bedroom 
groups, in the June issue of House 
& Garden. This was timed to co- 
incide with the introduction of 
the furniture in 200 of the leading 
home furnishings stores in the 
United States. 

Two-page color spreads also ap- 
peared in May issues of Guide to 
Brides and Bride’s Magazine, and 
in the July issue of House Beauti- 
ful. Color advertisements of the 
living room groupings will appear 
in August House & Garden, Sep- 
tember House Beautiful and 
Bride’s Magazine, autumn edition. 
The dining room furniture will be 
advertised in October House & 
Garden, November House Beauti- 
ful and winter editions of Bride’s 
and Guide to Brides. 

Sweetser, Byrne & Harrington, 
New York, is the agency. 


Names Earl Bothwell 

Commonwealth Heating Com- 
pany, Pittsburgh, has named W. 
Earl Bothwell, Pittsburgh, as its 
advertising agency. 
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Ad Fraternity 
Elects Davis 


CuIcaGo—Donald C. Davis, for- 
mer newspaper advertising man 
from Springfield, Mass., and pres- 
ent professor of advertising at 
Pennsylvania State College, was 
elected national president of Al- 
pha Delta Sigma, professional ad- 
vertising fraternity, at the annual 
meeting here last weekend. He 
will serve two years. 

Other new officers are Milton 
E. Gross, professor of advertising, 
University of Missouri school of 
journalism, national executive 
secretary; B. R. Canfield, Babson 
Institute of Business Administra- 
tion, national treasurer; Robert 
W. Kenyon, Boston Post, eastern 
regional vice-president; Arne Rae, 
professor of advertising, Univer- 
sity of Illinois school of journal- 
ism, midwest regional vice-presi- 
dent; Martin R. Klitten, Klitten 
& Thomas Advertising Agency, 
Los Angeles, western regional 


During 1946 $6,608,000 
was invested here in 82 
new industries ... creat- 
ing jobs for some 8,000 
additional workers, add- 
ing approximately $18,- 
000,000 to the annual pur- 
chasing power of Long 
Beach families. 


In this thriving, expand- 
ing market the Press-Tele- 
gram offers over 85,000 
net paid daily circulation. 
Look to Long Beach 

for expansion op- 
tunities ... to the 
Press-Telegram 

for results! 


vice-president. 

The Walter Dill Scott chapter 
at Northwestern University initi- 
ated the following professional 
members during the meeting: 

William T. White, Wieboldt 
Stores, and new president of Chi- 
cago Federated Advertising Club; 
Wesley I. Nunn, advertising man- 
ager, Standard Oil Company (In- 
diana) and retiring CFAC presi- 
dent; Prof. James R. Hawkinson, 
head of the marketing and adver- 
tising department at Northwest- 
ern; August Ragnow, vice-presi- 
dent, Campbell- Mithun adver- 
tising agency; and Charles L. 
Allen, assistant dean, Northwest- 
ern journalism school. 


Herrold Addresses Group 


Speakers at the three-day con- 

ference included Lloyd Herrold, 
NU professor of advertising; Har- 
low Roberts, Goodkind, Joice & 
Morgan; Mrs. Prudence Allured, 
Manufacturing Confectioner; 
George Gaw, Color Research In- 
stitute of America; Lloyd Max- 
well, Roche, Williams & Cleary; 
and William White, Wieboldt 
Stores. 
, A new chapter, named for Mr. 
Gaw, which has been organized 
at Roosevelt College, Chicago, was 
admitted to membership in the 
national fraternity, which now 
has 39 active and alumni chap- 
ters. Next year’s meeting will be 
held at Eugene, Ore. 

The fraternity resolved to re- 
sume the Ken R. Dyke president’s 
cup competition next fall—a com- 
petition among chapters based on 
the best preparation and presenta- 
tion of a complete product adver- 
tising campaign—and also 
awarded a sixth degree honor key, 
highest fraternity honor, to Ed 
Keeler, president, Western Adver- 
tising Agency, Los Angeles, for 
his activity on behalf of the group. 


Publishers Freed 
of Tax Liability 
on News Vendors 


WASHINGTON—The House ways 
and means committee last week 
approved a bill relieving news- 
papers and magazines of re- 
sponsibility of social security and 
income tax payments for street 
vendors. 

The issue had been raised by a 
federal court in California which 
saw an employer-employe rela- 
tionship, even though the vendors’ 
basic compensation is received 
from the retention of the excess 
of the fixed selling price over the 
fixed amount which the vendor is 
charged. 

Publishers protested that vend- 
ers merely had a contractual re- 
lationship and were not employes 
in the sense of the Social Security 
Act. They claimed the court rul- 
ing raised impossible bookkeeping 
requirements, since they have 
little control over the vendors’ 
earnings. . 

Under the proposed bill, the in- 
dependence of the vendors is 
established even where a guar- 
anteed minimum compensation is 
provided, or incentive benefits 
and returns are allowed. 

The exclusion does not apply 
to vendors who are compensated 
on a salary or commission basis. 


Topp Joins Mathes 

Clancy Topp, formerly with 
Geyer, Newell’ & Ganger, has 
joined the public relations and 
publicity division of J. M. Mathes, 
New York. 


Rhodes Appoints Best 

James H. Rhodes & Co., Chi- 
cago, manufacturer of steel wool 
products, has placed its advertis- 
ing with Gordon Best Company, 
Chicago. 


Mullany Opens PR Office 

Harry S. Mullany has opened 
his own public relations business 
in Buffalo with offices in the Root 
building. 


Council on Candy 
Schedules Cartoon 
Ads in Magazines 


Cuicaco—During the next six 
months the Council on Candy of 
the National Confectioners’ Asso- 
ciation will spend more of _ its 
budget for advertising in national 
media and less on its program 
of publicity, consumer research, 
sales training, etc. 

The council, which began ad- 
vertising in July, 1944, will spend 
$224,150 for advertising and other 
promotion from now through De- 
cember. This compares with a 
$235,800 budget for the first six 
months. 

Of the $224,150 for the coming 
period, more than half will go 
to a new schedule in Life and 
The Saturday Evening Post, which 
got less than that share in the 
first half-year. Besides continuing 
the three full-page four-color ads 


Candy's Dandy... 


run in each magazine each six 
months, the council has scheduled 
#42-line cartoon advertisements to 
appear 20 times in Life and 10 
times in the Post. 


To Promote New Film 


The illustrations, prepared by 
John Averill, will have the heart 
design featured previously by the 
council and will stress the slogan, 
“Candy’s Dandy, Keep It Handy.” 
Leo Burnett Company here 
handles the consumer advertising. 

In September the council’s cam- 
paign directed to teachers will 
resume with all copy devoted to 
promoting bookings for “Candy 
and Nutrition,” new 20-minute 
16 mm. sound film prepared by 
RKO-Pathe, Inc. The ads will 
appear, through the Burnett 
agency, in Forecast for Home 
Economists, Grade Teacher, The 
Instructor, Practical Home Eco- 
nomics and What’s New in Home 
Economics. 

The council’s drive in medical 
journals, promoting candy as nu- 
tritious food, will be continued in 
15 to 20 professional publications, 


through L. G. Maison & Co. here. 


Douglas Advanced 


R. B. Douglas, advertising man- | 
ager and sales director of Ameri | 
can Wine Company, making his 
headquarters in Beverly Hills, | 
Cal., has been named executive | 
vice-president of the company. | 


Oil Men Name Nunn 


Wesley I. Nunn, advertising 
manager of Standard Oil Company 
(Indiana), has been named chair- 
man of a fifteen-state advertising 
subcommittee for the oil indus- 
try’s public relations program. 


Plugs New Bracelet 


Briggs, Bates & Bacon Company, 
Attleboro, Mass., has started a 
trade publication campaign to in- 
troduce Claspet, bracelet innova- 
tion which has a spring that holds 
it in any desired position. 


Electromatic to Shaw 
Electromatic Mfg. Company, 

New York radio maker, has ap- 

pointed Shaw Associates, New 


York, as its agency. 


A modest home, sickness and unemployment insurance, 
free schools and pleasant playgrounds for his children 
... Knut Carlsson thanks his country’s economic system 
for these benefits, and for the-clean, modern shop where 
he spends 48 hours a week. 


Learn how typical workers fare under Sweden’s demo- 
cratic-socialism, in FACTORY ’s feature for July 


HOW WORKERS LIVE AROUND THE WORLD 


Based on ‘'on-the-spot’’ interviews with workers 
in the U.S. and 13 foreign countries, describing 
their daily lives — homes, jobs, cost-of-living... 
A new and dramatic proof of the advantages 
of the American system, strikingly presented: 
24 pages, 51 pictures. 


Write for your free copy: quanti- 
ties also available for distribution 


FACTORY 


MANAGEMENT AND MAINTENANCE 


A McGraw-Hill Publication * 330 West 42nd Street, New York 18, N. Y. 
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Sears’ Coldspot 
Refrigerators 


‘Rear-Motored’ 


Cxuicaco—Sears, Roebuck & Co. 
last week introduced a new line 
of Coldspot refrigerators in its re- 
tail stores throughout the nation, 
featuring 30% larger storage space 
without over-all increases in size. 

The new refrigerators have rear- 


The HOSIERY Industry 


LETAILERS © JOBBERS * MANUFACTURERS 


. There is only one publication 
covering this industry exclusively 


KNIT GOODS WEEKLY 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


mounted motor units instead of 
motors at the bottom. The new 
Coldspots, Sears spokesmen said, 
take up only as much space as 
other refrigerators two cubic feet 
smaller in storage space. The 
Sears models have from seven to 
11 cubic feet of storage space, and 
retail from’ $189.95 to $289.95 in 
Chicago. Shelf area ranges from 
13 to 21.1 square feet. 


for Sears. 


chines 


vice-president, said. 


Chapman Agency Moves 


Senate Unit Takes 
White Bill Pleas 
Under Advisement 


Seegar Refrigerator Company, : 
with plants in St. Paul and Evans- state Commerce Committee com- 
ville, Ind., manufactures the ma- 
Development 
work on the new line began in 
1940 and was delayed by the war, 
T. V. Houser, Sears’ merchandising 


Chapman Advertising Agency 


WASHINGTON—The Senate Inter- 


pleted its hearings on new radio 
legislation last week, and with- 
‘drew to consider some of the les- 
sons submitted by broadcasters 
and by newsmen who appeared to 
criticize the White bill (S.1333). 

As the hearings closed, the com- 
mittee chairman, Sen. Wallace 
White, (R., Me.) made it clear 
that there would be nothing fur- 


-has moved its offices to the Mac-|ther on radio legislation during 


|ecabees building, Detroit. 


--A SPECIALIZED GROUP 


THOROUGHLY 


TRAINED IN 


DEALER-CONSUMER PSYCHOLOGY 
- + COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 


TO PRODUC 


E DISPLAYS 


LOADED WITH SELLING POWER 


LITHOGRAPHED DISPLAYS 


WERCHANDISING KNOWLEDGE ° CREATIVE ABILITY © PRODUCTION SKILL 


the present session of Congress. 
Senator White said that the press 
of other legislative matters made 
action on a radio bill impractical 
this session. 

He pointed out that two weeks 
of intensive sessions had high- 
lighted “amazing technical and 
other developments in the commu- 
nications field” as well as “extreme 
divergence of views” in the indus- 
try itself concerning many basic 
problems. 


Consideration Promised 


These problems “and the many 
criticisms and helpful suggestions 
offered” deserve and will receive 
prompt as well as careful con- 
sideration, Senator White said. 

As the hearings closed, the com- 
mittee remained firm in its insist- 
ence that FTC retain a general 
power to survey station program 
performance “in the public in- 
terest.” 

On the other hand, broadcast- 
ers mentioned two major technical 
developments, in facsimile and re- 
lated fields, which dramatized the 
“freedom of expression” issue 
raised by NAB President Justin 
Miller. 

At least two network presidents 
and Judge Miller referred to the 
arrival of facsimile as the “mer- 
ger” of press and radio. They 
asked whether FCC is to retain 
a right to review the content of 
newspapers transmitted by fac- 
simile. 

The major technical develop- 
ment bearing on the legislation 
was announced during the appear- 
ance of NBC President Niles 
Trammell. 

This high-speed communications 


Davis & SPARKS is an enterpris- 
ing and well known Ford dealer- 
ship in South Pasadena, Calif. 

And they are just as method- 
ical in their space buying as they 
are in the maintainance of their 
Parts and Service Departments, 
which is a model for Ford dealers 
everywhere! 

Consistent advertisers, they 
are liberal users of Classified and 
Display space. And it was the 
constant “pull” from the Pasa- 
dena Independent’s Classified 


PASADENA ® INDEPENDENT 


4 


These Men KNOW 


NEWSPAPERS! 


Ads-—that started them into dis- 
play space on an uninterrupted 
schedule more than a year ago! 


In substance, their statement 
is this; “of all the newspapers 
on the list that we are using, we 
get more ‘customer mentions’ on 
The Independent, than from any 
two of the others.” 


To find out more about the dividends 
awaiting the advertiser who spends 
more in The Independent, call or write 


REYNOLDS- FITZGERALD, INC. 


system, tentatively referred to as 
Ultrafax, is said to be capable of 
transmitting 20 50,000-word novels 
coast to coast in a minute. 
Besides permitting the transmis- 
sion of whole newspapers and 
magazines for reproduction simul- 
taneously in all parts of the coun- 


_ |try, it opens the way for intercity 
+|networks of television, Mr. Tram- 


mell said. 


Names Lindsay Agency 
Consolidated Industries of Wal- 
lingford, Conn., has placed its ad- 
vertising with Lindsay Advertis- 
ing Agency, New Haven, Conn. 
Farm publications will be used. 


Larick Names Cohan 


Larick Mfg. Company, creator 
of leather items and novelties, has 
appointed the Arnold Cohan Cor- 
poration, New York. Business 
papers and direct mail will be 
used. 


Moves New York Office 


The Chicago Journal of Com- 
merce has moved its eastern ad- 
vertising and editorial offices from 
120 Broadway, New York, to 
larger quarters at 52 Broadway. 


Appoints Rosenthal 


National Photo Dealer, New 
York, has appointed Bernard A. 
Rosenthal, Chicago, as its Chicago 


and midwestern representative, 
effective with the September, 
1947, issue. 


GOVERNMENT 
AGENCIES 


ADVERTISING 
— COUNCIL | Rs 


INDIVIDUALS 
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PRIVATE 
AGENCIES 


PUBLIC 
ADVISORY 


COUNCIL wy 
EXECUTIVE 


(STAFF MANAGER) » 


REGULAR COUNCIL 
FACILITIES 
MAGAZINES OUTDOOR 
RADIO WINDOW POSTERS 
CAR CARDS . PAPERS 


SPE 
SFONSO 
NEWAREPERS ADV 


MESSAGES TO THE PUBLIC 


HOW AD COUNCIL WORKS—New organizational chart of The Advertising 


Council, 


showing how requests for assistance come from government and 


private agencies and individuals, are funneled through the board of directors 
and public advisory committee and, if approved, are put into operation. 


Promotes New Jewelry 
J. M. Hall Company, Providence 


jewelry manufacturer, has 
launched a campaign in trade 
publications to introduce’ the 


Dolly - Deb, nursery-through-col- 
lege-age jewelry. 


Goodyear Shifts Two 


J. H. Conrad, tobacco packaging 
specialist for the Pliofilm depart- 
ment, chemical products division 
of Goodyear Tire & Rubber Com- 
pany, Akron, has been named 
manager of Pliofilm converter 
sales. He succeeds J. C. E. Wil- 


liams, who has been named man- 
ager of the Pliofilm department 
of the Goodyear Tire & Rubber 
Export Company, a subsidiary op- 
erating in foreign countries. 


Increases Ad Rates 

Reader’s Digest International 
Editions, New York, will increase 
circulation guarantee on Selection 
du Reader’s Digest, its French 
edition, from 250,000 to 350,000, 
effective with the October issue. 
New base rates will increase from 
$750 to $835 (black and white), 
and from $850 to $975 (two- 
color). 


Your advertising will do the most 
good when it is directed toward 
people of energy, action and enthu- 
siasm. Last year, member-readers 
of The Kiwanis Magazine spon- 
sored 1,499 public forums, sold 
$32,692,756.24 worth of War Bonds 
and Stamps, guided 314,807 return- 
ing veterans into civilian life, se- 


cured 28,592 workers for harvesting 


aé KIWANIS 


crops, contributed $2,472,071.65 to 
Youth Service in their communities, 
sponsored 3,195 Boy and Girl Scout 
and Campfire organizations and 
gave vocational guidance to 209,969 
boys and girls. For further informa- 
tion on how to enlist this organiza- 
tionin your behalf, write for brochure 
that describes America’s commun- 


ity leaders. 


gine 


PUBLISHED & COMMUNITY LEADERS 


520 NORTH MICHIGAN AVENUE «© CHICAGO 11, 
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& Advertisers Bureau of 
Advertising 


AAAA ANA ANPA. NAB. NPA. OAAA 


& Radio 


ADVERTISING 


BOARD OF DIRECTORS— 40 ote 
OFFICERS 


William Reydel, Vice Chairman 
Paul B. West, Vice Chairman 
_ Frederic R Gamble, Secretary -Treasurer 
Albert E.Winger, Ch. Executive Comm. 
~ James W. Young, Ch. Policy 
_ John C Sterling, Ch. Industr 


STAFF~14 _ 
OFFICERS 


bap gem = 
lan M. Wilson, Vice President 
ie George P Ludiam, Vice President 


ie Dr Sarah Gibson 
i ‘ pa Blandi 
Charles G. Mortimer Jr, Chairman © Hing 
Kerwin H. Fulton, Vice Chairman . s Mrs. Olive Clapper 


Planning Comm. 
y 


PUBLIC 
ADVISORY 
COMMITTEE 


Evans Clark 


William L. Batt 


Dr James B. Conant 
Chester C Davis 
Kermit Eby 
Clarence Francis 
Dr. George Gallup 

Dr Alan Gregg - 
Miss Helen Hall 
Paul G Hoffman 
Hon. Herbert H- 


Relations Comm 


— 


Boris Shishkin 
Dr. George N. Shuster 


AD COUNCIL ORGANIZATION—The 
as at present. The group hopes to 


organization of The Advertising Council, 
add additional "sponsor members" to 


those delineated at the top of this chart. 


Non-ABP Editors 
Now Welcomed 
in Editor's Group 


WASHINGTON—The National 
Conference of Business Paper 
Editors at its sessions June 27 
reversed 29 years of precedent and 
opened its doors—with qualifica- 
tions—to editors of papers which 
do not belong to the Associated 
Business Papers. 

By a vote of 60 to 3, the con- 
ference amended its constitution 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 


This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY — $2. 


ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicago 11 


FILL IN AND MAIL THIS COUPON 
TODAY 


1 Advertising Publications, Inc. 


1 

Div. 707 1 

1 100 €. Ohio St., Chicago II, Ill. i 
! Gentlemen: 1 
I Please send me —— copies of "Successful ! 


I Sales Training.” Enclosed is $————. 
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‘to permit chief editors and such 
members of his staff as he may 
designate to become associate 
members, a status carrying all 
| privileges except voting—provided 
' the applicant meets with the qual- 
ifications set up by the confer- 
/ence’s executive committee. 

| In defining its stand, the con- 
ference said it held the view that 
“qualification for editorial mem- 
bership should be on the basis of 
professional attainment . . . rather 
than on the basis by which the 
publisher secured his circulation.” 


Adopts Code of Ethics 


The conference also adopted a 
lofty code of ethics, committing 
its members to freedom of the 
press, consideration of readers be- 
fore advertisers, confirmation of 
news, elimination of bias, pub- 
lication of corrections, and banned 
any trading of news space for 
advertising. 

Finally, the conference adopted 
a resolution asking for the estab- 
lishment of a council on business 
journalism to aid in the accredita- 
tion of schools of journalism. 
Julien Elfenbein, editorial direc- 
tor of Haire Publishing Company’s 
home furnishing group, told the 
conference he had _ assurances 
from officials of the American As- 
sociation of Schools and Depart- 
ments of Journalism and from 
Dean Kenneth Olson, Northwest- 
ern University and secretary of the 
Council on Education for Jour- 
nalism, that the resolutions would 
receive consideration at the as- 
sociation’s annual convention in 
Philadelphia in December. 


Clark Joins Humphrey 


Veda Clark, formerly associate 
editor of Vogue Merchandising 
Service, has joined the New York 
office of H. B. Humphrey Com- 
pany as copywriter. 


Hoye Joins Cory 

R. Nicholas Hoye, formerly ad- 
vertising manager of Chicago 
Electric Company, has joined the 
advertising staff of Cory Corpo- 
ration, Chicago. 


Rafferty Joins Graham 


Allen H. Rafferty has joined 
Hugh H. Graham & Associates, 
New Britain, Conn., as production 
manager. 


Plans Radio Institute 

Creighton University, Omaha, 
will hold its second annual radio 
institute July 18-19. The institute 
is free and open to the general 
public. 


Heil Appoints Carlson 
Walter Carlson has been ap- 
| pointed assistant sales manager of 
| the truck body and hoist division 
‘of Heil Company, Milwaukee. 


N. Y. Ads Next 
for Pillsbury 
Pie Crust Mix 


MINNEAPOLIS — Pillsbury Mills, 
Inc., has achieved almost national 
distribution of its new Pie Crust 
Mix in the surprisingly short span 
of four months and will soon in- 
vade the New York metropolitan 
area with intensive newspaper and 
radio advertising. 

The new product, develo b 

Ann Pillsbury “in her Aes ted to 
save you time in your kitchen, and 
give you perfect results every 
time,” was introduced to consum- 
ers in January. It underwent a 
two-month test in selected eastern 
markets, with distribution then 
moving swiftly across the country, 
branch by branch. 
Introductory copy of 1,000 lines, 
in each case, was followed by 600 
and 480-line messages and then 
240 and 200-line ads weekly, in 
addition to spot radio. Advertis- 
ing now is running regularly in 
newspapers in about 300 markets, 
and color copy was introduced for 
the first time last week with the 
1,000-line opener in the June 29 
Minneapolis Tribune. The sched- 
ule calls for Metropolitan Group 
colorgravure, Pictorial Review, 
and supplementary color ads in 
other media on a local basis. 


Top-Selling Brand 


Pillsbury officials are highly op- 
timistic over market studies since 
the product first was tested in 
the Springfield, Mass., and Albany, 
N. Y., areas. Not only has distri- 
bution been quick, but acceptance 
has been  heartening—and the 
Pillsbury entry in the field is said 
to be the top-selling brand in 9 of 
10 areas already invaded. 

Prepared mixes got their big | 
start during the war years, when | 
a comparatively heavy volume of | 
sales was achieved. While the 
Pillsbury product must compete | 
with Flako and other earlier en- | 
tries in the field, it is not in di- | 
rect competition with General 
Mills’ heavily promoted Pyequick 
—an apple pie mix. Pillsbury 
copy, in fact, tells housewives that 
this mix can be used with any 
filling—“from your own cookbook 
—or Ann Pillsbury’s special tested 
recipes on the package.” 

The color copy just breaking, 
headlined “Better, quicker pies 
are here,” pictures slices or com- 
plete pies of 18 varievues, includ- 


ing the standby apple. 
Leo Burnett Company, Chicago, 
handles the account. 


Moves Ad Offices 


The advertising headquarters 
of International Derrick & Equip- 
ment Company has’ been moved 
from Columbus, O., to 1315 Pa- 
cific Ave., Dallas. E. J. Whetzle 
is advertising manager. 


To Brisacher, Van Norden 


Painless Parker, San Francisco, 
pioneer in group dental practice, | 
has named the San _ Francisco 
office of Brisacher, Van Norden & | 
Staff to direct all of the organiza- 
tion’s advertising. 


Frost Names Crotty | 

Kenneth Crotty, formerly in the | 
copy department of American Op- | 
tical Company, Southbridge, | 


Mass., has joined the new busi-| * 


ness department of Harry M. | 


Keynote Appointed 

The Record Guild of America, | 
New York, manufacturer of chil- | 
dren’s illustrated unbreakable | 
records, has appointed Keynote | 


Recordings its national sales rep-| * 


resentative. 


Affiliated Advertising Agencies | 
Network will hold its annual 
meeting at the Hotel Schenley, | 
Pittsburgh, Sept. 18-20. | 


Frost Agency, Boston. | fe 


This Bombay tool operator earns $1.36 a day (includ- 
ing his cost-of-living bonus) — but minimum food to 
keep him and his wife going costs 60 cents a day. 


Without hope of immediate improvement, Pawar and 
his fellow workers look to some sort of socialism for 
India. Meanwhile he soberly admits it “may be for the 
best” that he has no sons... 


The whole story of Pawar’s daily life appears as part 
of FACTORY ’s July feature 


HOW WORKERS LIVE AROUND THE WORLD 


Based on “on-the-spot” interviews in which workers in 
the U. S. and 13 foreign countries describe their daily 
lives — homes, jobs, cost-of-living. 


WHY DID FACTORY 
UNDERTAKE THIS WORLD-WIDE 
PERSONAL INTERVIEW STUDY? 


To provide a new kind of proof —in a simple, human 
way, — that the American system gives our workers so 
much more than any other can offer. In 24 pages with 
51 dramatic pictures, FACTORY makes these under- 
standable economic facts available to industrial man- 
agement for constructive use in employee relations. 


Write for your free copy: quanti- 
ties also available for distribution 


FACTORY 


MANAGEMENT AND MAINTENANCE — 


AAAN to Meet in Sept. | : E 


A McGraw-Hill Publication * 330 West 42nd Street, New York 18, N. Y. 
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Video Audience 
Hep to Sponsor, 
WCBS-TV Finds 


New YorK — People not only 
stay home nights to watch base- 
ball games over WCBS-TV, but 
they remember who is paying for 
the show. 

These are two conclusions 
reached from a coincidental sur- 
vey made for CBS by C. E. 
Hooper, Inc. More than 500 tele- 
vision set owners in the metro- 
politan area were contacted be- 
tween 8:45 and 10:15 p.m. on 
June 6 while the Brooklyn 
Dodgers-Chicago Cubs game was 
being televised at Ebbets Field. 

The survey, according to Law- 
rence Lowman, vice-president in 
charge of television at CBS, 
showed: (1) More than six per- 
sons per home set look in on 


televised 


sports. Of those 


(2) 
watching the telecast, three out 
of four could identify the sponsor, 


Ford Motor Company. (3) Up- 
wards of half of the sets in the 
area covered were tuned in for 


the game. 
Television sets-in-use were 
54.5%, more than double the 


Hooper June evening average of 
23% for radio sets-in-use. Both 
the other New York television 
stations were carrying’ sports 
events the night of the study. 


Identify Sponsors 


WCBS-TV’s average audience 
of 6.26 persons for the night of 
June 6 included 3.74 men, 1.52 
women and 1.0 children. Average 
| listenership per radio is 2.5 per- 
|sons, based on Hooper averages 
for December, 1946, through April, 
| 1947. 
| Two-thirds of the lookers-in 
| who were able to identify the 


| 


Ford Company as the sponsor of 
the baseball game they were 
watching also could name a prod- 
uct of General Foods Corporation, 
which alternates with the auto- 
mobile manufacturer as sponsor 
of the Dodgers’ home games. 

Mr. Lowman’s parting shot on 
the survey: “The survey corrobo- 
rates what television people have 
long believed—sports in television 
are a terrific sales vehicle for the 
advertiser.” 


Hansen Transferred 


John Hansen, account executive 
in the agency’s San Francisco 
office, has been transferred to the 
Los Angeles office of Knollin Ad- 
vertising Agency. 


Joins Christiansen 

Theodore Fischer, formerly an 
account executive of Wade Adver- 
tising Agency, has joined Chris- 
tiansen Advertising Agency, Chi- 
cago, in the same capacity. 


H. N. White to Holley 
Robert Holley & Co., New York, 
has been appointed to handle the 
advertising of H. N. White Com- 
pany, Cleveland, manufacturer of 
King band instruments. Music 
publications will be used. 


Toni Appoints Randall 


Carle Randall has been ap- 
pointed eastern regional sales 
manager of Toni Company, St. 


Paul, manufacturer of home cold 
| permanent waves. 
his headquarters in New York. 


Leaves Donaldson's 


Nathan Kornhauser has_ re- 
signed as advertising manager 
and sales promotion manager of 
Donaldson’s, Minneapolis, a unit 
of Allied Stores Corporation. 


WFAA Names Jackobson 


Louis Jackobson, formerly with 
J. Walter Thompson Company, 
Chicago, has been named program 
director of Station WFAA, Dallas. 


arket Index 


O. 


. 


Industrial employment is the most important index of most 
markets. And, in the Nashville retail trade area industrial em- 
ployment through March 1947 was 8.9% higher than during the 
first quarter of 1946. That’s one reason why the Nashville mar- 
ket area can give rich returns for your sales effort. So, start 
now to put your message across—via the large audience in this 
area who tune to favorite programs broadcast over WSIX. 


WSIX gives you all three: MARKET, COVERAGE, ECONOMY 


5,000 WATTS 
AMERICAN @ 


FOR DETALED. 
REFERENCE DATA 


R 
MARKETS EDITION 
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THE KATZ AGENCY, INC. 
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Advertising Age, July 7, 1947 
WILLIAM A. GRANT 


STAMFORD, CONN. — William A. 
Grant of this city, president of 
Grant & Wadsworth, New York 
agency, died at Stamford Hospital 
June 29 after an illness of six 
months. He was 74 years old. 

Born in Hamilton, Ont., he*spent 
the early part of his business 
career in Chicago, where he be- 
came vice-president of the Frank- 
lin Company and president of 
Grant & Co. During 


World War I he was with the 
| Bureau of Public Information, and 
| then was publicity director for the 


Republican National Committee. 
In 1923 he formed Grant & Wads- 
worth. 


JAMES HANNA 
SWARTHMORE, Pa.—James 
Hanna, 70, formerly co-publisher 
of the Times, Chester, Pa., died 
at his home here June 25. Mr. 
Hanna also headed the contract- 
ing firm of John Hanna & Sons. 


C. G. SIMPSON 

Cuicaco—Christopher G. Simp- 
son, 63, chairman of the board of 
Whitlock & Co., magazine and 
newspaper subscription represent- 
ative, died at Presbyterian Hos- 
pital here June 25 after a month’s 
illness. 

Mr. Simpson joined the company 
in 1923, became owner in 1928 and 
became chairman when Whitlock 
& Co. was incorporated in 1945. 


J. E. SULLIVAN 

St. Lours—J. E. Sullivan, 56, 
vice-president of D’Arcy Adver- 
tising Company, died at his home 
of heart disease June 30. 

Mr. Sullivan served with agen- 
cies in Chicago before joining 
D’Arcy here in 1913. He was well 
known as an entertainer and im- 
personator, but declined numerous 
offers to become a_ professional 
entertainer in order te stay in the 
advertising field. 


MAURICE SHERMAN 

HArRTFORD—Maurice S. Sherman, 
74, editor and publisher of the 
Courant here, died suddenly June 
27. Mr. Sherman was also presi- 
dent of the Hartford Courant Com- 
pany. He joined the newspaper in 
1926 as editor. 


Cc. L. HAUSMAN 

LOUISVILLE—C. L. Hausman, 
head of the Hausman Advertising 
Agency here, died from injuries 
received in an automobile acci- 
dent near Shelbyville, Ky., June 
29. 


Jones Heads WCCO 


Merle Jones, veteran radio ex- 
ecutive, has returned to CBS 


as general manager of WCCO, 
the network owned station in 
Minneapolis-St. Paul. Mr. Jones 
|had been with Columbia for eight 
| years when he resigned in 1944 
| to become vice-president and gen- 
|eral manager of WOL in Wash- 
| ington, mm SS. 


| dnamnentesnsipseniaat 
GF Switches Brady 


G. S. Brady, formerly associate 
| sales manager in the Calumet-La 
| France Division of General Foods 
Corporation, has been,named as- 
sistant director of GF market re- 
|search. Before joining the com- 
| pany in 1945, Mr. Brady was vice- 
| president of A. C. Nielsen Com- 


.| pany, marketing research service. 


WLIB Appoints Martin 


Don Martin has been named 
program director of WLIB, New 
York. A former producer-director 
at ABC, Mr. Martin also was pro- 
| duction manager of WFIL, Phila- 
| delphia, at one time. 


| 


Pannill Retires 


Charles J. Pannill has retired 
;as president and director of Ra- 
| diomarine Corporation of America 
| after 19 years with the RCA or- 
| ganization. 
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U. S. and Importers 
Join in Effort 
fo Revive Silk 


WASHINGTON—Military occupa- 
tion authorities last week mapped 
a vigorous advertising and pro- 
motion campaign to reacquaint the 
American public and American 
industry with the virtues of silk. 

Through the U. S. Commercial 
Company, an RFC subsidiary 
handling trade with enemy areas, 
the government and silk import- 
ers will join in advertising at the 
consumer and trade levels in an 
effort to rebuild silk markets lost 
during the war. 

Behind the campaign is a be- 
lief that a revived silk trade is 
important to the Japanese and 
American economies. 

As Japan’s major export, the 
silk trade is essential to put the 
defeated Japan back on its feet. 

Moreover, Japan, as one of the 
largest buyers of American cot- 
ton, must have a source of dollar 
exchange. 

Military authorities offer the 
additional argument that the re- 
vived silk trade will cut the half 
billion a year cost of maintaining 
occupation forces in Japan. 


Synthetics Forge Ahead 


Silk has failed badly to meet 
the competition of nylon and other 
synthetics in the postwar markets. 
Production currently is at the 
rate of only 12,000,000 linear 
yards a year, compzered with 128,- 
000,000 yards a decade ago. 

Instead of winning, as expected, 
as much as 20% of the full fash- 
ioned hosiery market in 1946, silk 
accounted for only 4% of the hose 
produced. 

Government authorities and the 
trade contend that silk has spe- 
cialized uses where it excels 
synthetic fabrics. Within the next 
two to three weeks, an advertis- 
ing agency will be selected to con- 
sider these uses and recommend a 
program for winning these mar- 
kets. 


Await Agency Recommendations 


The agency is to be selected by 
the silk industry, through the In- 
ternational Silk Guild, Inc. The 
selection of the agency must be 
approved by the U. S. Commercial 
Company, and expenditures will 
be subject to USCC approval. 

Scope of the program is to rest 
on the agency recommendations. 
The campaign will be financed in 
part by an assessment of 2% 
cents per pound on silk imports. 

Heretofore, the price of silk in 
300 pound bales has been 25 cents 
below market price. In the fu- 
ture, importers are to pay 22% 
cents less than market price, with 
the difference earmarked for the 
promotion fund. 

With a reserve of 90,000 133- 
pound bales now reportedly avail- 
able in Japan, importers theo- 
retically could accumulate a fund 
well over $275,000. An official of 
the RFC said, however, that the 
War Department will draw on its 
proceeds from the sale of raw 
silk to supplement the actual in- 
dustry contributions, and assure 
a fund adequate for the program 
the advertising agency works out. 


Revive Guild 


In order to set up the adver- 
tising program, the government 
encouraged the revival of the 
International Silk Guild, Ince., 
which had been dormant since the 
outbreak of the war. 

U. S. Commercial Company, 
which has already discussed the 
program with about 40 different 
advertising agencies, completed a 
contract with the revived guild, 
establishing the general frame- 


Last Minute News Flashes 


U. S. Television to Promote Sets 

NEw YorkK—United States Television Mfg. Corporation, through 
Huber, Hoge & Sons, will spend approximately $55,000 in a late sum- 
mer campaign to merchandise its video receiver sets. Newspaper 
space in most cities which have television stations in operation will 
be followed by small-space magazine insertions in the fall. Models 
to be featured in the promotion, already under way in business papers, 
are bars‘sets and the five-in-one home console. 


Tests Brush Offer with Lysol Boxtop 

New York—Lehn & Fink Products Corporation, through Lennen & 
Mitchell, is using 150-line advertisements and counter cards in a test 
campaign in Syracuse, Dayton, and Grand Rapids, offering a Kellogg 
bathroom brush for 25 cents and any size Lysol boxtop. Offer expires 
Sept. 30. Four insertions will be placed in each city, dropped into the 
regularly-scheduled Lysol series. 


Del Monte Coffee Gets Every-Week Promotion 

San Francisco—California Packing Corporation, through McCann- 
Erickson, has scheduled color pages every two weeks, alternately, in 
The American Weekly and This Week, to promote Del Monte coffee. 
The promotion will start with the July 13 issue of This Week. An 
“entirely new selling idea,” featuring big name celebrities, will be 


used. 


Look. 


Harvey Names Mayers Eastern Representative 

New YorK—Alfred Harvey, president of Harvey Comics Group, has 
appointed Warren T. Mayers Company as eastern advertising repre- 
sentative. Mr. Mayers recently resigned as advertising director of 


work of the program. 

In taking over responsibility 
for the recommendation of an 
agency, the guild is currently in- 
viting persons and firms repre- 
senting all segments of the silk 


|industry to aid the advancement 


of silk. E. Gerli & Co., New York, 
is one of the moving interests in 
the revival of the guild. 


Hutzler to Join 
NAAN; ‘47 Award 


Winners Named 


FrencH Lick, INp.—Hutzler Ad- 
vertising Agency, Dayton, O., was 
elected to membership in the net- 
work at the 16th annual confer- 
ence of the National Advertising 
Agency Network, held at the 
French Lick Springs Hotel June 
25-29. Twenty-six of the 28 mem- 
ber agencies were represented by 
51 principals and employes. 

Four non-member agencies 
were present as guests of the net- 


| work, including one from Canada 


and one from Hawaii. Guest 
speakers at the media session in- 
cluded Harald Beckjorden, repre- 
senting the American Association 
of Advertising Agencies. 

Winner of the Ringer trophy 
for the best contribution to the 
group publication, “The Net- 
worker,” was Hoffman & York, 
Milwaukee. The network trophy 
for the most points in the annual 
creative awards contest went to 
Garfield & Guild, San Francisco. 

Henry J. Kaufman, Washing- 
ton, D. C., agency chief, served 
as general program chairman for 
the conference. Members decided 
to hold their 1948 meeting in San 
Francisco. 


Samish Joins Agency; 
Barry Is Successor 


and television for the American 
Adrian Samish, who has resigned 
producing subsidiary of Dancer- 
Fitzgerald -Sample, New York. 


of programs for the network. 


Names Wyman Agency 
Home Products, Inc., Cincinnati, 
has named Rowe Wyman Com- 


pany, Cincinnati 
|agency, 


| will cooperate. 


Acomb Appoints Mohr 


Lewis C. Mohr, formerly chief 
designer and art director of Cincin- 
has been 
appointed art director of Robert 


nati Metalcrafts, Inc., 


| Acomb, Inc., Cincinnati agency. 


Charles C. Barry has been made 
vice-president in charge of radio 


Broadcasting Company to replace 
that position to become president 


of Show Productions, Inc., radio 


Mr. Barry moves up from director | 


advertising 
to handle a newspaper 
|campaign in which retail dealers 


No Editorials? 
WBBM Airs ‘Tough’ 
Series on Crime 


Cuicaco—Something unusual in 
radio—a network station taking a 
strong editorial stand—will start 
here today (July 7) as Station 
WBBM airs the first of 13 weekly 
broadcasts on juvenile’ delin- 
quency that are expected to stir 
up public controversy in this area. 

The CBS station has given the 
program its best available time— 
8-8:30 p.m., CDT, when the net- 
work’s highest-rated show, “Lux 
Radio Theater,” is heard the rest 
of the year. 

The local program, called “Re- 
|port Uncensored,” will feature 
| many actual interviews, made on 
tape recorders, with delinquents 
to show that they are severely 
|punished in the state training 
'school for youths at St. Charles, 
| Ill. Interviews with older inmates 
|of the Joliet, Ill., penitentiary will 
| also be broadcast. 
| First audience reaction, checked 
|last Tuesday and Wednesday, was 
|stronger than to any other show 
|prev iously auditioned here, 
| WBBM spokesmen said. The show 
will go into the causes and cures 
for juvenile delinquency, and the 
station and CBS midwest person- 
|nel will undertake to organize 
listener groups, supply speakers to 
civic organizations and, in the 
program, point out specific steps 
to be taken by listeners to help 
solve the problem. 


Buys Globe Aircraft 


| Texas Engineering & Mfg. Com- 
|pany, Grand Prairie, has taken 
/over the bankrupt Globe Aircraft 
|Corporation, Forth Worth, and 

plans the immediate resumption of 
|production and delivery of the 
|Swift airplane. Advertising plans 
lare being worked out. The Swift 
| had been advertised in national 
| magazines. 


In the spirit of the proposed 
Army-Navy merger, the Army 
and Navy Bulletin, Washington, 
|announced last week that hence- 
|forth it will call itself Armed 
| Force. Unification has been one 
|of the basic goals of the publica- 
ition, originated in October 1945 
i\by Comdr. Thurmond Chatham, 
| Elkin, N. C. 


Stickley to Carboloy 

| Robert L. Stickley, formerly ad- 
| vertising and sales promotion man- 
ager of Progressive Welder Com- 
promotion specialist of Carboloy 


Emerson, who has resigned. 


Changes to ‘Armed Force’ 


eeeeececesce 


Butter packaged in paraffined cartons stays 
fresh longer . . . keeps its delicious, fresh- 
from-the-creamery flavor. The paraffined 
carton preserves original quality, guards 
against rancidity, keeps out undesirable 
odors, is convenient to handle, and gives 
Maximum sanitary protection. 

Also vsed to the end flavor of ice 


For Finest Quality 
LOOK FOR THE PARAFFINED CARTON 


OPENING AD—This is the first con- 
sumer ad by the Paraffined Carton Re- 
search Council pointing out the "supe- 
rior keeping qualities of foods pack- 
aged in paraffined cartons." Ivan Hill, 
ee is the agency. (Story on Page 
4). 


Nets Are Made 
NAB Associates 


WASHINGTON—By a referendum 
vote of 629 to 28 the membership 
of the National Association of 
Broadcasters has approved a 
change of network status permit- 
ting radio chains to hold associ- 
ate rather than active member- 
ship in NAB. 

All the four major networks 
now have membership in the in- 
dustry organization. 

Under the new rules the net- 
works will not have permanent 
board representation, but their 
officials may be invited to sit as 
observers. 

First immediate effect of the 
change in status will be the re- 
tirement from the board of Frank 
M. Russell, NBC vice-president, 
director for 17 years; Frank Stan- 
ton, CBS president; and Edgar 
Kobak, MBS president, who has 
been sitting with the board as an 
observer. 


Newspaper Admen Elect 


Newspaper Advertising Service, 
Inc., has reelected Raymond B. 
Howard, Madison Press, London, 
O., president. Other officers re- 
elected are: Edwin F. Abels, The 
Outlook, Lawrence, Kan., vice- 
president; and Don Eck, 188 W. 
Randolph St., Chicago, treasurer 
and general manager. Charles E. 
Moreau, Independent Press, Bloom- 
field, N. J., has been elected sec- 
retary. 


Tom Davis Joins KGO 


Tom Davis, formerly on the sales 
staff of Station KSAN, San Fran- 
cisco, has joined Station KGO, 
San Francisco, as local and ABC 
spot sales representative, succeed- 
ing Bob Wesson, who has re- 
signed to become national sales 
manager of Station KHQ, Spo- 
kane. 


Stanfield Names Elvin 


Robert C. Elvin, formerly with 
Tandy Advertising Agency, To- 
ronto, and the Toronto office of 
Cockfield Brown & Co., has been 
appointed account executive in the 
Toronto office of Harold F. Stan- 
field Ltd. 


Joins Weisser-Richmond 


Thomas F. Murphy Jr., has 


pany, has been named distributor 


Company, Detroit, succeeding T. D. 


joined Weisser-Richmond, Inc., 
Boston, as account executive and 
assistant director of public rela- 
| tions. 
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Afra Members 
May Guest Gratis 
Until Convention 


New YorkK — The question of 
whether the American Federation 
of Radio Artists will put a damp- 
er on the success of disc jockey 
shows, which garner a large part 
of their following from big name 
guests, will hang in mid-air until 
Afra’s convention convenes here 
Aug. 14. 

The board last week decided to 
defer a decision on the proposal 
that members be permitted to ap- 
pear on platter shows only if 
they receive their “customary” fee, 
until that time. Previously, Afra 
considered cooperating with the 
American Federation of Musi- 
cians to put a halt to free appear- 
ances by their members on disc 
jockey shows. 

Should such a step be taken, 
one of the first programs to be 
affected would be the much-bally- 
hooed Paul Whiteman ABC show, 
which bowed last week with 
gratis guests. Louis Cowan had 
planned to use name stars as an 
added attraction on his Tommy 
Dorsey platter, but a spokesman 
for the Cowan organization said 
name personalities in other fields 
—politics, sports, etc.—may be 
substituted if Afra makes this 
necessary. 

Another show which might find 
itself in difficulties in the event 
Afra decides to make the sta- 
tion pay would be WINS’ all-night 
session at the Copacabana, where 
Jack Eigen interviews Broadway’s 
and Hollywood’s famous, nightly. 


80,000,000 PAG | 
Samples Invade 
American Homes 


Cuicaco — Procter & Gamble 
Company has begun what is said 
to be the largest sampling cam- 
paign ever attempted, largely for 
Prell, its new shampoo (AA, April 
21). 

The sampling for Prell, already 
under way, is to a reported 30,- 
000,000 to 40,000,000 consumers. 
Mailings are to occupants by 
house and apartment numbers. 
The sampling is being handled by 
Reuben H. Donnelley Corporation, 
Chicago direct mail organization. 

Additional P&G sampling for 
Tide detergent and other products 
will also be handled soon by Don- 
nelley, involving an equal number 
of mailings, for a reported total 
of 80,000,000 samples. Officials of 
P&G declared the samplings com- 
pose the largest such effort ever 
made. 

Prell shampoo, introduced in a 
few markets a year ago, was 
launched nationally last spring 
with spots on 77 stations, commer- 
cials on P&G’s daytime and eve- 
ning shows, and in_ full-color 
pages in Sunday newspaper sup- 
plements. 

Benton & Bowles handles the 
Prell account. 


Plugs Paint Brushes 


Rubberset Company, Graven- 
hurst, Ont., has launched a news- 
paper campaign in dailies from 
Charlottetown to Victoria promot- 
ing paint brushes. Announcement 
of the campaign, which will run 
through fall, is appearing in hard- 
ware business papers, store dis- 
play material and mats offered to 
dealers. Ronalds Advertising 
Agency, Toronto, handles the ac- 
count. 


Launderall to Alter 

Harry Alter Company, Chicago, 
distributor of home appliances, has 
been appointed distributor of the 
Launderall automatic home laun- 
dry for the six-county Chicago 
area. F. L. Jacobs Company, De- 
troit, is the manufacturer of the 
Launderall. 
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Hint 


a ad 


Mpoardt 


A woman is somebody who always does what you don’t expect 
her to at the right time. This surprise technique frequently results 
in baffled admiration (sometimes called chivalry) from the sterner, 
more expected sex, and succeeds in preserving more things than 
spangled banners and starting more things than family traditions. 


This is because women are more apt to take things personally, 
to heart, and turn them into living action. 


We like to think that the extraordinary success of our magazine 
springs from a recognition of this omnipresent feminine characteristic. 


We think that in the Journal women find more 
values for living. And since they read to live — and bring» 
their reading to living, many advertisers tell us they believe their 
messages in the Journal share this special living scrutiny. 


“Never Underestimate the Power of a Woman" may have 
started as a solo; today it is practically a chorus. 


Lads’ Lee 
JOURNAL 
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